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some of you got to know Larry Gussin when... 
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Photo-Lettering Inc. offers a new service for the 
production of broadsides, posters, easel presentations, 
displays. and other large-dimension materials. By 
combining Photo-Lettering and Protype, this service 4, DISPLAYS 
is offered at a favorable price relationship to display Sully positioned for : ivction 
typsetting. Finished work is supplied on glossy or 


matte stock, with all heads and display text in position 
ready for reproduction. 





. 
JUST ONE OF THE MANY ADDITIONAL SERVICES PROVIDED BY PHOTO-LETTERING Inc. 


A CREATIVE-CUSTOM SERVICE UNIQUE IN ITS FIELD SINCE .1936 





x-actoO KNIVES How to help 
a young artist get ahead 


The next time a “‘young hopeful” 
asks your advice about 

a job or a raise... 

tell him to mail this coupon. 





Albert Dorne 


; THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
art too / s helped many a young artist forge ahead. As you know, this 
to replace able-blag bial is the school run by America’s 12 Most Famous Artists. 

y, cha Tp edg “ is Knives wherever So why not tell the next young artist who comes in and 
“> _ * Silk Se con tured er > asks for advice to mail the coupon below. Jt will help him 


r -tor 
tage « Etching . Seratonhing get ahead faster. 


Norman 1 
Jon Whitcom 
Steven Dohanos Studio 14, Westport, Conn. 
— Send me, without obligation, information about 
te a ll the courses you offer. 
Al Parker oer. 
Ben Stahi oars. - 
Robart Pewee? Miss PLEASE PRINT) 
Austin Briggs Address 
Dong Kingman 
Albert Dorne 
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integrated staft 


DESIGN 


iHlustrators 


is the basis of a creative illustration 

Whatever the medium, message or * 

technique, only a heightened sense “ 

of design in illustration will raise ~ 

the work from craftsmanship to the a 
* 


level of art. This is our belief 
It is the basis of our 
achievement, the discipline 
of our daily work, 

and the guarantee 


of our future 
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in the past twelve months we have designed and Z 
DEPENDABILITY produced art for 2137 advertisements, ; ; 
contact 
1605 mailing pieces, and 894 point-of-sale units. ‘ 
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LESTER ROSSIN ASSOCIATES INC. 


369 Lexington Ave. » New York 17, N. Y. + MUrray Hill 3-9729 
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FORMULA, FORMULA, WHO’S GOT THE FORMULA 


There’s a tug-o-war in today’s advertising between the 
striving for visual individuality and the fear that research 
(motivation, readership, etc.) will formularize ads into look 
alikes. 

Actually, these two considerations are not in conflict — 
they only seem to be. Research doesn’t dictate layouts. 
It only provides information. Research itself, as Pierre 
Martineau often points out, calls attention to the need for 
visual individuality. 

The result is an increasing number of ads that not only 
don’t look like each other, but don’t look at all like the 
layouts many ADs were taught to make in art school not 
so many years ago. 

Most layout textbooks, even today, tell how to subdivide 
an ad into headline, picture, text block, signature. While 
many ads still follow this tried-and-stale formula, with some 
modification, there seems to be an increasing number of 
ads that are formula free . . . ads in which you can’t tell 
the signature from the illustration, in which there simply 
is no headline, or no text. The swing, if we can call it that 
now, is toward visual integration of these layouts so that 
they are virtually a unit instead of four elements. Crantson 
fabrics twists the swatch of its material through the “O” 
in its signature, DuMaurier uses type of its name shaped 
into a cigarette as part of the illustration. These are but 
two of many current examples of integrated elements. 
Watch for others. Perhaps your own ads might be better 
if formula free. e 





Art Direction, published monthly by Advertising Trade Publications Inc., 43 E. 49 St., New 
York 17, N. Y. Plaza 9-7722, Subscription price $4.00 per yeor; $7.00 for two years; $4.50 a 
vear for Canada and $6.50 for other countries. Back issues 55c per copy. Publisher assumes no 
fesponsibility for manuscripts or artwork submitted. Entered as second-class matter ot the 
20st office at New York, N. Y., with additional entry as second-class matter ot the post 
fice at Baltimore, Maryland. 





ART/DESIGN PACESETTERS 


3rd annual awards of typographic 
excellence 


Washington DC's best 
Tops in Rochester 


LNA award winners 


DIRECTIONS 
ADs and verbalizing, Stephen Baker 


TV-FILM ROUNDTABLE 
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Reader impression study 
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NSAD Award Winner, Saul Bass 
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Ross Cousins is well known for creative automobile illustration. His ideas and styles have 
helped many Art Directors achieve the quality and distinction they desire for their auto- 
mobile catalogs and new model announcement programs. 


Eric Valleau’s craftsmanship has been an important factor in maintaining LaDriere’s 
reputation as headquarters for quality automobile art for over 29 years. 


1700 Cadillac Tower, Detroit 26, Michigan. LaDriere Studios Inc., 
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business briefs 


Weather warmer, business cooler, was the wail 
of some studios as Spring reached its 
midpoint. A spotty billings situation, 
with some complaints about slow collec- 
tions (we've been hearing these for al- 
most a year now). However April and 
May are generally slow months for most 
agencies and studios, according to stud- 
ies of seasonal activity made by this 
magazine. 
* 








Qualified optimism is replacing full optimi 
about future business prospects. In the 
New York market, for example, tight 
credit, falling orders for new machinery, 
textile and apparel production declines, 
building cutbacks, and shortened work 
weeks in many factories provided a 
dampener on enthusiasm. However ser- 
vice industries and finance-banking-in- 
surance continue strong. 


General index of media advertising compiled 
for Printer’s Ink magazine shows the 
year starting about 5% ahead of 1956. 
Gains over a year ago were registered 
by weekly and general magazines, net- 
work radio, outdoor, business papers, 
and network TV. Down are women’s 
and farm magazines, newspapers. 


TV still is fastest growing media, copping lions 
share of new dollars spent on advertis- 
ing. Shift in media strength shows news- 
papers still way in front, direct mail still 
second, TV now third, followed by 
magazines, radio, business publications, 
and outdoor. Unmeasured media, lumped 
together, take 20% of the ad dollars. 


Economists are now calling our present situa- 
tion creeping inflation. Consumer prices 
keep inching up. As costs of essentials 
rise, the consumer’s disposible income 
available for non-essentials shrinks. This 
is an economic Achilles heel that bears 
watching. Nevertheless, Survey of Con- 
sumer Finances reports “consumer fi- 
nancial positions improved during 1956” 
and consumers “optimistic about the 
future and plan to make major expen- 
ditures to about the same extent as 
last year.” 
> 


Rate of profit increase declining, but profits 
inching ahead if not racing ahead. Re- 
port by First National City Bank of New 
York shows 2550 corporate profits up 
3% in 1956 over 1955, contrasting with 
1955 gain of 26% over 1954. . 














Creativity has for many years been asso- 
ciated with the lighting up of a man’s mind. 
So it is at the drawing board of the graphic 
designer—an illumination can take place 
that very often means a successful solution 
to a given problem. As the creative designer 
knows, there is no set way to turn an idea 
into a visual reality, but the answer to just 
the right effect needed, might lie in the 
use of color stock. 

You will be able to create new and unusual 
patterns and qualities, not possible with 
printed colors alone. Thus, working in terms 
of a truly basic color space frame, you will 
be able to create new effects in graphics— 
with color stock. 


Du Pont’s contribution to this new 
approach is the dyes the paper makers use 
to produce the color stocks that will help 
you think, create, and produce new 
dimensions in graphics. 


OLOR STOCK 





This advertisement is number 2 in a series 
dealing with the basic steps of a graphic 
design problem. The significant thing about 
the designs is the use of color stock as a pre- 
determined source of inspiration. Although a 
much wider range of colors and textures is 
available, we thought these insertions would 
have more meaning if each were conceived 
around a primary color—so that the color itself 
would be an integral, inseparable part of the 
design concept: ethereal-liquid blue; exciting- 
illuminating yellow; dynamic-vibrant red. We 
believe that the unusual patterns, effects and 
qualities obtained—through the medium of 
color stock—give the resulting message greater 
impact as well as greater economic value. 


E. |. DUPONT DE NEMOURS & CO. (INC.) 


ORGANIC CHEMICALS DEPARTMENT 
Dyes and Chemicals Division, Nemours Building, Room 2420-5 
Wilmington 98, Delaware 


REG. U.S. PAT. OFF 


Better Things for Better Living . . . through Chemistry 
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letters 


combing the market—literally 


Thought you'd like to see a job-hunting 
mailer I designed to precede me to San 
Francisco. I’m sending the pieces in 
separate mailings—first as a teaser, the 
comb and comb case, followed two days 
later by the cards. 





For the past two years I’ve been an 
AD at McCann’s in Cleveland and you 
can find me in your fine book as an 
upcoming artist from Cleveland way 
back when you were Art Director & 
Studio News. 

Here’s hoping my mailer doesn’t reach 
any bald Art Directors. Maybe I should 
have enclosed a chamois. 


Alan Lefkort 


artists vs regimentation ... 


I want to thank you very much for the 
coverage that you gave to the labor dis- 
pute involving our lab. As my only. con- 
tact with the magazine was by phone, 
there appeared certain statements which, 
when extracted from my conversation in 
its entirety, have taken on a completely 
different meaning. To remove any doubt 
as to my exact meaning, it would be ap- 
preciated if you would give me the 
opportunity of ciarifying my views. 

At the time of the strike, and also at 
the present, we have employed only 
one student trainee, who is in this coun- 
try under a student training visa. The 
union grossly enlarged upon this. 

The article claims that I said artists 
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making them easier to read...adding that “touch of distinction” 
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are interested in improving the appearance of your ads . 


BECAUSE... 


@ You will get a sharper, cleaner printing surface, 
because each letter is individually cast from the 
same mold. 


You can set more copy in any given space with- 
out sacrificing readability. 

Copy can be set 60 picas wide at no extra cost. 
Other systems cost you from 50% to 100% more 
for all widths over 30 picas. 


Corrections and author’s alterations easily made 
without resetting a full line. 


Better fitting italics with Monotype . . . neither 
the roman nor the italic suffers any compromise 
in shape. 


You have hundreds of faces to choose from— 
there’s a face to fit every job. 


NM AdALONOW AdKAIOAUAS 


T When You Want Character In 
Your Copy Set It In Monotype! 
| a Jan! 
Caine aa, 
dALONOW AdIOdd 
L M Type set in Monotype faces Bodoni and Stymie 





A Division of Lanston Industries Incorporated 


24th & Locust Streets, Philadelphia 1, Pa. 
Gentlemen: Send me your kit of new Monotype faces. 








ATLANTIC ~ 


GEORGE GOLIA 


/ June 1957 





FIRST AWARD, 
1957 Gasolines 
and Oils Classi- 
fication. 25th 
National Com- 
petition and 
Exhibition of 
Outdoor Ad- 
vertising Art. 
For your next 
job, call EXport 
2-5203 (collect) 
449 Chestnut, 
Trenton, N. J. 


dvertising and editorial 
COLOR PHOTOGRAPHY 
VW 









MEN’S 
FASHION 


ILLUSTRATION 





letters 


work “for the love of it” and would not 
observe union conditions by personal 
choice. What I actually said, in essence, 
was that the art field is difficult to break 
into, particularly our specialized field, 
and that the average artist by his own 
choice makes many sacrifices to secure 
the training and experience necessary to 
open a career for himself. Anyone with 
the creative ability to anticipate an art 
career must by the very nature of art 
reject regimentation of any kind. | 
doubt if any Art Director would enlist 
as a member of the Blueprint and Pho- 
tostat Union. 


Robert S. Crandall, 
Robert Crandall Associates, Inc. 


Cover a hit 


A note of congratulations on the March 
cover of Art Direction. We are in com- 
plete agreement — this is the best yet. 


William E. Bond Jr., 
William L. Hill, 
Bloom Advertising, Dallas 


(Note: This cover was designed by art- 
ist/designer Bob Gill.) 


more orchids . 


I enjoy reading Art Direction very 
much. A month doesn’t go by that 
doesn’t contain a wealth of valuable 
information, surveys, new products and 
ideas. 

Lester R. Mullin 

1/Lt. USAF, Art Editor, 

Combat Crew Magazine, 

Offutt Air Force Base, Nebr. 


He’s a designer! 


“Art Direction” is getting more inter- 
esting all the time and every issue is 
packed with information. You have 
done much for our profession. 

I noticed with amusement that you 
are one of the few remaining Magazines 
which does not list an “Art Director” on 
its masthead! 


John Maass, Philadelphia 














Change of Address. Please send an address 
stencil impression from a recent issue, 
Address cha can be made only if we 
have your old. as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 





14 west 48, new york, co 5-3175 









































Will the client like 
your sketches? 

He will indeed, if you 
have created exciting 
layouts made with 
imported A.W.FABER- 
CASTELL pencils. 

For nearly two centuries 
the Masters have been 
depending on smooth, 
graphite-rich Castell— 
especially the superb 
soft degrees, HB to 8B. 


Many Pros go for 
CASTELL LOCKTITE holder 
with the gun-rifled 

clutch and imported 
CASTELL 9030 leads— 
the same leads that 

made CASTELL wood 
pencil famous. Why let 
pennies stand between 
you and perfection? 

Get CASTELL—today. 


AW.FABER 2a] CASTELL 


A.W.FABER-CASTELL 
Pencil Co., Inc. 
Newark 3, N. J. 


=a | 








Photo vy Bernard Lawrer 


SUMMERTIME... 


is vacation time...the living is easy. Leave your art problems 
with us while you are off on vacation, at the ballgame, swimming, fishing, boating 
or meeting friends at the “79th” hole, etc., etc., etc. 


LE: Aenaulé Cpavociales, Src. 


AMSTER YARD + 211 EAST 49 STREET * NEW YORK 17, N.Y. * PLAZA 1-0095 
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LUCKY STRIKE storyboard by LARRY BERGER 


TV Art Director, B.B.D.O. 


YOUR HIT PARADE, award-winning Lucky Strike musical, has a brand-new 
opening. Designed by B.B.D.O.’s Larry Berger, it’ll be telecast in both 


black and white and color (see film strips at right). 





“YOUR HIT PARADE". 
YOUR HIT PARADE! 





VIDEO: LEAVES FLOAT GENTLY DOWNWARD AND SWIRL 
TTERN 


INTO BULLSEYE PA 
AUDIO: AUCTIONEER (OVER) 
———— (TOBACCO CHANT) 


VIDEO: LIGHTS COME UP COMPLETELY REVEALING TITLE 
AUDIO: (MUSIC: OUT) ANNOUNCER (VOICE OVER) 


VIDEO: CAMERA DOLLYS IN THROUGH TITLE 

“~~ GRACEFUL MOVING PATTERNS OF TOBACCO LEAVES. 
AUDIO: TOBACCO AUCTIONEER (VOICE OVER) 

~~ (BEGINS TOBACCO CHANT) 





VIDEO: LEAVES ANIMATE INTO BULLSEYE 
KUDTS: AUCTIONEER (OVER) 
Sold to American! 





“Working in a moving medium,” says Larry, “you 
don’t really think in terms of layouts. You think in 
terms of elements, like the musical instruments, to- 
bacco leaves, and Lucky Strike bull’s-eyes shown in 
the first rough. In the actual storyboard, we bring 
all the elements into workable continuity, and plan 
how to synchronize pictures, words and music. 

“T do all my black-and-white boards in Eagle 
CHARCO pencils (above). Best thing about ’em, in 
my book, is their versatility. You can simulate pho- 
tography, textural background—anything you want 
—all with the same pencil. That’s because every 


CHARCO pencil gives you a wide range of sha 
just by a difference in touch. And even the 6B h ! 
a real good point—so detail work is a snap. 

“Color storyboards I do in Eagle PRISMACOI 
(right). I often render one color right over ano 
(Look at the lettering on the Lucky pack). V 
PRISMACOLOR, I can do this—and still have 
colors come out sharp and brilliant. Doing a 
frame board like this one, I need just about ev 
color in the rainbow. PRISMACOLOR’s got ’em 
and some to boot. All of ’em blend—but none of 
smudge. I wouldn’t be without ’em.”’ 


Most expert: 
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EAGLE PENCIL COMPANY 
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VIDEO: AS CAMERA MOVES ALONG KEYBOARD, KEYS 


; SUDDENLY 
VIDEO: KEYBOARD RIBBONS OUT INTO A GRACEFUL WAVE. SPACE OUT AND BRCOUR CIGARETTES ADAIN. THIS 


KEYS ANIMATE-IN SYNC WITH 


AUDIO: (MUSIC: PIANO. GLISSANDO.) TIME THEY ARE NOT LIGHTED. 


AUDIO: (MUSIC: PIANO. GLISSANDO.) 
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VIDEO: PACK DISSOLVES AROUND CIGARETTES. 
RUDTO: (MUSIC: ORCHESTRA ACCOMP. BEHIND: ) 
— SINGERS (OVER) 


_ up time! \W i 


VIDEO: 20 LUCKIES ARRANGE THEMSELVES AS INSIDE PACK 
KUDYO: (MUSIC: FULL ORCHESTRA ACCOMP. BEHIND: ) 
“———— SINGERS (OVER) : 

= 





Via 
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VIDEO: PACKS SNAKE BACK TOWARD CAMERA. AS THEY COME VIDEO: TV ANTENNAE ANIMATE TO MUSIC STANDS AND EMPTY 
BACK THEY BECOME SHEETS OF MUSIC. CAMERA PULLS ~~" MUSICIANS’ CHAIRS IN A STUDIO. SHEET MUSIC 
BACK TAKING IN ROOF TOPS AND FAMILIAR HAPHAZARD sa FALLS INTO PLACE ON THE STANDS. 
GEOMETRY OF TELEVISION ANTENNAE. ¢ AUDIO: (MUSIC: ORCHESTRA. LIGHT UP TIME. UNDER: ) 
AUDIO: (MUSIC: ORCHESTRA. LIGHT UP TIME. UNDER: ) y ANNOUNCER (VOICE OVER) 
—— ANNOUNCER (VOICE OVER) ; ..."YOUR HIT PARADE” Survey... 
... the top tunes all over America as 
determined by ... 
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JACK WARD COLOR SERVICE, inc. 


... the world’s only color laboratory that brings you whiter 
whites, crisper, truer color in your transparencies now offers... 


KODACOLOR - EKTACOLOR 
TYPE C PRINTS 


e Ektachrome ¢ Anscochrome 
¢ Dye Transfer Prints ¢ Duplicates 
¢ Printons ¢ Art Copies « Slides 


SEE, PHONE OR WRITE JACK WARD COLOR SERVICE, INC. 
202 EAST 44th STREET, NEW YORK 17, N.Y. MU. 7-1396 

















The rt Directors Club of Denver's 
First Annual Edition — 1957 


164 pieces of advertising and editorial art, selected from 
more than 1,000 entries from the Rocky Mountain region by 


a jury of ten nationally known artists and designers. 


PRICE, POSTPAID 4 5 O 











ae ee ee ee bai 
| ART DIRECTORS CLUB OF DENVER 
: 463 Logan Street Denver 3, Colorado 7 
| Mail_____copies of First Edition, @ 4.50 each, postpaid, to: 
: PLEASE PRINT 
| Name 
| 
| Address | 
| 
| City & State ] 
| 
| | enclose check or money order in the amount of ] 
ee: Se a ee J 
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HI-SPEED PROCESSING: Color film process- 
ing in two hours instead of the usual 
four has been made possible with new, 
experimental Eastman Kodak Co. pho- 
tographic paper. The paper is pan- 
chromatic, eliminates several time con- 
suming processing steps. Three color 
separated b/w prints are quickly pro- 
duced and be wire transmitted or used 
for making printing plates for fast news- 
color reproduction. The paper is still 
in the experimental stage although it 
was used by United Press Newspictures 
to cover the Presidential inauguration. 


RAPID COLOR PROOFING: New Vander- 
cook wet proofing more nearly simulates 
production press conditions than any 
present 4-color wet-proofing press. Takes 
two sets of 4-color plates up to 1314 x 
25, OF one set 29 x 2514 and accommo- 
dates either originals or electros. The 
Vandercook 30-26 Double 4-color will 
be in commercial use shortly. 


NYLON PLATES: Long-life original letter- 
press plates made of nylon are nearing 
commercial reality. Developed in the 
Springdale Labs of Time Inc., they are 
said to cut plate cost and production 
time, to be superior in reproduction 
quality to metal and to have longer life 
than any other plate. 


NEW BANNER SIZES: New sizes for pan- 
oramic display banners have been made 
possible by equipment developed by 
The Progress Lithographing Co., Cin- 
cinnati. Printed on rolls, messages can 
now be up to 163” long and go” wide, 
repeated continuously in any desired 
length up to 100 feet. 


DAY-AND-NIGHT DISPLAYS: British Ad- 
glow process is being made available in 
this country. Adglow is a color trans- 
parency viewed with either transmitted 
or reflected light or both. Message can 
be “alternated” by controlling front and 
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WE KNOW HOW TO SET TYPE FOR 





catalogs 
and brochures 





If your problem is catalogs and brochures . . . we can 
handle that problem, because we have at your disposal 


a complete design studio capable of handling all your design 
problems 


one of the largest composing rooms in the country staffed by 
skilled craftsmen 


the largest phototypography department in the country with 


complete film service 
the largest assortment of type found anywhere 


this includes the finest selection of English monotype faces 
available in the country . . . to aid in making your catalog or 
brochure distinctive 


complete plate making facilities including letterpress and offset 


x and best of all... KNOW-HOW 


WESTCOTT & THOMSON, INC. 


1027 Arch Street, Philadelphia 5 / WaAlnut 2-6570 
60 East 42nd Street, New York 17 / MUrray Hill 2-1628 





Set in English Monotype BEMBO and GILL SANS SERIF. Other English Monotype faces available. 
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TED KUBIT is a young man, 33 years of age, and a native Detroiter. He 
received his art education in Detroit schools and later became a graduate of The 
American Academy of Art in Chicago. Like most men his age, Ted's career 

was interrupted by a two-year bitch in the Corps of Engineers, European 
Theater, during World War Two. He is married, father of three and lives in 
Detroit. In his spare time, and be has almost none, be likes to golf 

and work in bis home workshop. 


Art Buyers Have Confidence in this Man. 
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Ted Kubit is one of the most generally useful mechanical 
illustrators at McNamara Brothers, Inc. Whenever we have 
a difficult problem with a piece of mechanical art and the 
solution eludes us—well, we usually take it into Ted 


and in a short time our problem is over. 


As an automotive illustrator, Ted enjoys the reputation 
of being one of the most meticulous craftsmen in 
the profession. He is fast, confident and produces work 


of extremely high caliber. 


All of us are constantly amazed at the vast quantities 
of work that Ted produces. He is a good man to have 
around when deadlines are on us and he is 


enormously respected by his fellow artists. 


Ted has been with McNamara Brothers, Inc. 
for a number of years and we are proud to have 


bis fine talent to offer our clients. 


McNAMARA BROTHERS, INC. 
38th Floor, Penobscot Building ¢ Detroit 26, Michigan 
WOodward 1-9190 






Largest Supplier of Art to the Automotive Industry 












TYPOGRAPHY... 
Summa Cum Laude 








RAPID TYPOGRAPHERS INC. 
306 East 46th St., New York 17 
MUrray Hill 86-2446 
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QUALITY 
ART MATERIALS 
—_—_————— 
25 WEST 45m STREET 
NEW YORK 36.N Y 
CIRCLE 85-6600 






- CS Day 
RETOUCHING 


Black & White & Color : 








Archer Ames Associates 
MU 8-3240 16 E. 52 St. 














production bulletin 





back lighting. Full color copy is printed 
on special plasticized material manu- 
factured in Europe. Licensees here are 
Consolidated Lithographing Corp., Ein- 
son-Freeman Co. Inc., Snyder and Black, 
Western Lithographing Co. 


INTERTYPE SPECIMEN SHEETS: New speci- 
men sheets of Intertype faces have been 
issued as follows: 18 Futura Extrabold 
Cond. with oblique; 18 Vogue Bold 
Cond.; 14 Century Expanded Italic with 
Bold Italic; 8 Regal No. 1 with Bold 
Sans; 12 Imperial; 11 Imperial, 48 Gothic 
No. 13B; 6 Imperial. From Intertype 
Corp., 360 Furman St., Brooklyn, N. Y 


LINOFILM AT WORK: Merganthaler Lino 
type Company’s photographic typeset- 
ting machine has gone to work. It has 
been installed for field testing at the 
New York Daily News. The first Lino- 
film was installed last Fall at a New 
York typographic firm for realistic test- 
ing in various graphic arts fields under 
actual operating conditions. 


OPAQUE FLUORESCENT WATER COLORS: 
Radiant Color Co.’s new line of Sun- 
tested Velva-Glo colors are so opaque 
they can be brushed over black or other 
solid colors. A fluorescent water color, 
it requires neither white base stock nor 
white undercoat. 


HAAS CLARENDON: The original Haas 
Clarendon and Clarendon Bold are now 
stocked in New York on standard Ameri 
can point body. Up to now they have 
been available on the Didot body. In 
formation and specimen sheets from 
Amsterdam Continental Types, 268 
Fourth Ave., New York 10. 


BULMER SPECIMEN: A complete specimen 
showing of Monotype Bulmer has just 
been issued by Lanston Monotype Ma 
chine Co., 24th & Locust Streets, Phila 
delphia 1, Penna. Includes alphabet 
showings, text blocks, and samples of 
Bulmer as used in book and commercial 
printing. 


HOW WHITE IS WHITE?: A technical bul- 
letin (No. 830) issued by the Calco 
Chemical Division of American Cyana- 
mid Corp. reviews problems in dyeing 
paper white. In addition to the tech- 
nical data it contains, the bulletin de- 
scribes the problems in securing a uni- 
form white and the reasons for the many 
variations of white that exist in printing 
papers. e 
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LETTERING... 





|DESIGN 











YOUR 





NEAT 
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* LETTERING inc /TOPS IN SERVICE AND CRAFTSMANSHIP 


INC CHICAGO -755 North Michigan Avenue 
e J ( x 1 | DETROIT - 100 Delaware 








NEW YORK-II9 West 57th Street 


“é 
Gi, ~ 7; S : PHILADELPHIA- 34 South I7th Street 
TORONTO - 220 Richmond Street West 
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The PAASCHE V Airbrush is designed 
for artists, illustrators and photo retouch- 
ers. Double action finger lever controls air 
and color volume. icrometer adjuster 
provides quick setting from fine line to wide 
spray. Complete, $42.50. 


ay \ 


eA? 





The PAASCHE DY, 
HP compressor is 
efficient as well as 
economical. Delivers 
= nb vn ee Ce. “Nativity” by Conrad Pickel Studio, Inc., Wavkesho, Wis. 
motor. $54.00. 
SHIVA 


You'll need a length of hose with cou- WATERCOLORS... 


lings, PAASCHE number A%”-6’, and a 
AASCHE MT moisture trap. $6.94. 





unexcelled color 





PAASCHE easel-drawing boards can be 
used in either horizontal or vertical i- transparency 
tion. A beginner’s airbrush instruction k 
accompanies every PAASCHE airbrush or 
send 50¢. Other books available are: “How brilliance 
yA | . A =. — aoe 
irbrus echnique o! oto Retouching” 
by King and Slade, $9.50; ‘“‘The Complete permanence 
Airbrush Book” by Maurello, $7.95. For 
complete information on these and other 
Paasche products for artists request the 
i adaeidewak — expect no /ess from watercolors by Shiva 


PRASCHE wicorush Company 


A DIVISION OF CLINE ELECTRIC MANUFACTURING CO. 
1909 W. DIVERSEY PARKWAY - CHICAGO 14 











52 colors that have no equal 








433 West Goethe St., Chicago 10, Illinois 








type 
( alk Some ads must wlasper, some 


must shout But whatever 


the tone of voice, creative typography speaks with a distinction that sets 
your advertising above the clamor of competing messages. Type 1s just one 


of the creative tools used mith skill and tmagination at Sudler Hennessey 
Some of the results may le in the Type Directors Club awards section 


in this issue Call us and eCT’S 
talk 
type 








The 


Standard 


of tohay 


Full of character! ... here's a 
type face that gives American 
typographers what they want and 
right when they want it! Not 
yesterday's sans serif, nor day 
before yesterday's gothic, the 
Standard of today is fresh, per- 
suasive .. . full of movement to 
march into tomorrow. 


Aasterdam 
Continental 


TYPES AND GRAPHIC EQUIPMENT, INC. 
268-276 Fourth Ave., New York 10, N. Y. 
Tel. Spring 7-4980 


Distributors in principal cities. 





Bright variations on a 


Standard theme... 
Extralight Extended 
Light Extended 
Light 

Light Condensed 
Extended 


Standard 
Condensed 
Medium 
Medium Condensed 
Bold 

Bold Condensed 








Send for handsome showings! 


Set in Standard and Mistral 
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MECHANICALS 
PASTE-UP 
COLOR SEP. 
BOURGES 
FLEXICHROME 


FOR A GETTER JO8, HANDLED 
WITH TALENT AND KNOW-HOW 





CALL 




















astest 


COPY-FITTER EVER! 


That's what thousands say 
about the famous 
Haberule Visual Copy-Caster! 
Artists, ad men, printers, editors, 
students swear by it. Never 
ohsolete. Money back guarantee. 
Al art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AD-245 + WILTON + CONN. 








what’s new 


NEW KODAK TRANSPARENCY ILLUMINATOR. 
Eastman Kodak has developed a new 
Kodak Deluxe Transparency [Illumi- 
nator, Model 2, designed to provide 
proper viewing conditions for judging 
color transparencies. Newly developed 
blue glass filter is placed behind its 
translucent white viewing surface. This 
enables illuminator to produce better 
light for viewing transparencies. The 
new illuminator can handle transparen- 
cies ranging from slides made with 
miniature cameras to larger sheet film 
sizes. Viewing area is 10x10 inches. 
Kodak dealers will soon have this illu- 
minator available. 


AD ALLEY MAP. This is a new map-type 
guide of the New York market for com- 
mercial artists, photographers, studios 
and agents. Director’s Art Institute, 120 
E. 56 St., New York 22, developed the 
map as an aid to more efficient market 
coverage. Covers areas between Third 
and Sixth Avenues from 34th street on 
the south to 59th street on the north. 
Includes names, addresses and telephone 
numbers of 160 of the best outlets for 
commercial art and photography. DAT 
members pay 50¢ for the map, nonmem- 
bers $1. 


WAX-FREE TRANSFER PAPER. Saral offers a 
new $1 introductory package of its wax- 
free artists’ transfer paper. Package has 
814x12 sheets, one for each of colors 
red, blue, yellow and graphite. Saral 
formerly only available in 12-ft. rolls at 
$3.50. 


JIFFO-JET HANDLE. This new product 
makes a spraygun out of any spray can, 
according to manufacturer Dickman 
Company, P. O. Box 6238, Philadelphia 
36, Pa. Price is $1 postpaid. New fea- 
ture eliminates spray gun cleaning, 
gives controlled spray at all times, keeps 
fingers from touching the paint. 


PHOTOPROCESS LETTER SHOWINGS. “Quickie 
Showings” of Headliners Photoprocess 
Lettering is available from The Head- 
liners, Inc., 44 W. 44 St., New York 36. 
Latest three styles added: Harlequin 
Outline, also Harlequin shadow and 
Harlequin black. Herald Wide and 
Herald Wide Italic. Tango. A _plastic- 
bound booklet of the company’s newest 
18 faces is available upon request (use 
letterhead). 


CRAY-PAS, JAPANESE PIGMENT: Invented in 
Japan and manufactured by Sakura 








3 OUT OF 4 THINK 


When art directors design a job around the high im- 
pact of fluorescent color, what kind comes to mind? 
Sunbonded® DAY-GLO! As a matter of fact, a 
nationwide survey proves that when users think of 
fluorescent color, 3 out of 4 think first of DAY-GLO! 
And now it is priced lower than ever before...priced 
right for every market! There’s no reason to settle 


FLUORESCENT COLOR? 


FIRST OF DAY-GLO?®! 


for anything less than the best — genuine Sunbonded 
DAY-GLO! It’s the highest quality daylight fluo- 
rescent screen color you can buy! 

A new Switzer color guide makes it easy for you 
to specify Sunbonded DAY-GLO colors of your 
choice. For your free guide, write to Switzer Brothers, 
Inc., 4732 St. Clair Avenue, Cleveland 3, Ohio. 


SPECIFY GENUINE SUNBONDED DAY-GLO AND BE SURE! 
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pictures speak louder than copy 


The Boltaflex ad and the Simmons 
Hide-A-Bed ad appeared recently in the 
Ladies’ Home Journal. Here are some 
of the analyses findings of readers’ re- 
sponses from the Starch Reader Impres- 
sion Studies. 

In this Simmons Hide-A-Bed Sofa 
advertisement, copy referred only briefly 
and implicitly to interior decorating 
possibilities. It stated that the reader 
has “a choice of more than go styles and 
sizes . . . hundreds of decorator-selected 
fabrics." The large number of responses 
from readers relevant to interior design 
must therefore be attributed to the illus- 
trations which featured three different 
sofa styles in rooms of varying periods. 

The Simmons Hide-A-Bed advertise- 
ment attracted a fairly high proportion 
of upper middle class women who were 
seriously considering adding or replac- 
ing a sofa-bed. They were involved not 
only with their needs for a sofa but 
with the fact that one could be selected 
to suit their own taste and furnishing 
scheme. Construction and design fac- 


tors stressed in the copy were considered 
but not specifically emphasized by read- 
ers. Comments indicated that they took 
for granted the superior workmanship 
in a Simmons Hide-A-Bed since the 
company had established a reputation 
for quality with readers of this adver- 
tisement. 

Readers of this Boltaflex fabric ad- 
vertisement were practical in their ori- 
entation and impressed with the fact 
that Boltaflex was used for Mercury car 
interiors. This was a good proof of its 
strength and durability. There were a 
proportionately larger number of read- 
ers in the upper lower than the upper 
middle class, and they were primarily 
concerned with the fact that Boltaflex 
upholstery could be cleaned with the 
“swish of a sudsy cloth.” The illustra- 
tion pointed out the places which bore 
the brunt of wear and tear, was a won- 
derful convenience for mothers of active 
youngsters. 

Readers considered the featured couch 
suggestion excellent for dens, music 
rooms and other hard-wear areas. * 
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what's new 


Color Products Corp., Cray-Pas are 
drawing pigments mixed with liquid oils 
and fats for oil-painting effect. Cray-Pas 
drawing is like oil painting without 
using brush or palette. Said to be im- 
provement on pastel, but uses pastel’s 
bright color and free simple method. 
Cray-Pas pigment, however, will stick 
well on paper or cloth. Booklet on how 
to use and examples of Cray-Pas art 
available from art dealers or Sakura 
Color Products, Osaka, Japan. 


PARSONS SCHOOL CATALOG: New catalog 
of Parsons School of Design available. 
Lists summer session dates and all dates 
and subjects for the 1957-58 sessions. 
Typical programs of study are given, 
also descriptions of courses. Index. From 
Parsons, 410 E. 54 St., New York 22. 


PROJECTED VISUALS STANDARDS: “Art Work 
Size Standards for Projected Visuals” is 
a new six-page pamphlet offered free by 
Eastman Kodak Co., Sales Service Div., 
Rochester 4, N. Y. Designed for those 
in photo-visual field who prepare art- 
work from which projected visuals, in- 
cluding tv, are made. Artwork dimen- 
sions are given so that art can conform 
to camera apertures for 35mm slides, 
filmstrips, movies or tv. This publica- 
tion, with three others, form a system 
for art preparation. The others: Legibil- 
ity Standards for Projected Materials; 
Photo-Art Production Cabinet; Tem- 
plate and Instructions. 


HANDY CLAMP-ON SHELF: A new multi-use 
“Keep-Shelf” clamps on drawing board, 
desk, etc. and locks perfectly level or 
can be tilted to any angle. Measures 
8x1g inches. Manufacturer reports it 
is easily assembled. Comes with 114-inch 
capacity base brackets, equipped with 
thumb screws, for easy installation and 
removal. Priced at $4.95. From Special 
Devices Section, Downs Industrial II- 
lustrators, Detroit 38, Mich. 


STANDARDIZED LIGHT VIEWERS: Two new 
low-cost color-corrected light sources for 
viewing color in graphic arts are the 
Macbeth Type C-4D Examolite and the 
Macbeth Type OR-4D Industrial Exam- 
olite. Macbeth Daylighting Corp., P. O. 
Box 950, Newburgh, N. Y., announces 
the new products offer a complete line 
of standardized lighting equipment for 
color proofing and viewing between 
client or buyer, AD, agency, platemaker 
and printer. Informative bulletin No. 
269 from company available. 
(continued on page 91) 


Art Direction / The Magazine of Creative Advertising 





STILL LIFE > INTERIORS + FASHIONS 





ILLUSTRATIONS 


FASHIONS ° 


need 
fashion photography? 


INTERIORS » 





Call on United Press Studios 
for sparkling new ideas 


that sell your top fashions! 


When you need outstanding fashion photog- 
raphy (in color or black and white) you require 
imaginative, skilled, cooperative photographers 


who specialize in fashion. 


United Press Studios, one of the fastest growing 
organizations in the East, offers you this high- 
caliber talent, together with a fully equipped, 
air-conditioned studio. We meet deadlines any- 
time ... anywhere. Many of the top advertisers 
know this. 


Regardless of your requirements you'll find it 
pays to check first with U.P.S. Just call Rita 
Hackett or Tom Rametta at 


461 Eighth Avenue, New York 1, N. Y. 


PE 6-8500 


ILLUSTRATIONS 











¢, doilen, mosis 


16 west 45 street, new york 19, n.y. 


photo retouching and advertising art 


leonard forray mu 7-4150 


PRESIDENT 








/ June 1957 











ducti. 


FREE pr an, 
SAMPLE! 


9 %. printers, and 
lithegrephers as a greet technical advance. 





WRITE TODAY FOR COMPLETE tFORMATION 


MORLEY ASSOCIATES 


10 FISKE PLACE, MOUNT VERNON, NEW YORK 
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Suk baes oe 


for consistent excellence 
in color and black and white { 
/Mustration. 


awd 


for consistent excellence 

in a complete art service proven 

by work on “toughies’’ such as 
Palmolive, United Aircraft, AD, 
Pepsi-Cola, Colgate Soap, Olin- \ 
Mathieson, Winchester, Taylor f 
Wine, Union Carbide, American ‘ 
Sugar and many, many more... Big, 


call 


: ee 
ELDORADO 5-7155 I a (07 oe ele) / a) + 2) ee 





From a continuous tone 
print to a square halftone 
to a dropout combination 
velox, 100 line screen, 
ready for camera. 


IT’S EASY 


Super-workable Bainbridge Board holds the world’s record for flat- 
ness —they lay flat and stay flat for life regardless of climatic 
changes. Individually hung and dried in clean, temperature-controlled 
air, their perfection is guarded in every step of manufacture. 


brings you the best 
BAINBRIDGE [peat 
the best results. 


Famous for high quality since 1869 





THE LINE in demand by top professionals and teurs alike 


142 Greene Street, New York City : Xx , ) Illustration Boards e Drawing Bristols e Mounting Boards 
CAnal 6-8440 Show Card Board e Mat Boards 


. At all art suppliers in most popular sizes 
NEW PRICE LIST available upon request CHARLES T. BAINBRIDGE’S SONS, 12 Cumberland St.. Brooklyn 5 W. Y. 
Mask-O-Neg VELOXES—YOU COMPARE THEM 
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Which Way Makes 
Strong Words Stronger? 


“...WE HOLD 
these truths to be self-evident, 
that all men are created equal, 
that they are endowed by 
their Creator with certain in- 
alienable rights, that among 
these are life, liberty and the pur- 
suit of happiness...” 


THOMAS JEFFERSON 


.» We Hold 


these truths to be self-evident, 

that all men are creatéd equal, 

that they are endowed by their 

Creator with certain inalienable rights, 

that among these are life, liberty 

and the pursuit of happiness . . 
THOMAS JEFFERSON 


‘Lhere is no doubt “words are the thing.” 
But why not let them put their best letter forward? 


Why not set them easy to read, pleasant to read? Stout! 


Our ATA members give to words the best possible 


setting. They know your words have to compete with 


everyone else’s. Try the ATA way—it costs no more. 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, 
The , AS Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 

jaune Composition Co. 
. McMennamin 


eurPAlo, N.Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 


Hayes-Lochner, Inc 
Sentio Uhessten: Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, ~~ 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co.. Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
Adtype Service Company 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, ‘Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
impersl Ad Service 
King T: nosnetic ong 2 Corp. 
Linocraft Typographers, Inc. 
Master T: eed 
Chris. F. Olse: 
Frederic Nelson ty Inc. 
Philmac Typographers, inc. 
Royal Typographers, Inc. 
Frederick W. Schmide, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
a Arts Press, Inc. 
qyeqqueme Craftsmen, Inc. 
somensc Service Co. 
Vanderbs : vactson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey’s 


TORONTO, CANADA 
Cooper & Beatty Limited 
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® BLACK & WHITE 
® EKTACHROME 
©@ FLEXICHROME 


WweEco STUDIO ° 14 EAST 3gtn ST.* MU 55-1864 








3 WAtkins 9-3359 





REDUCE TYPE COMPOSITION 
and HALF-TONE COSTS! 





QO 











Sheet size 10° 


Cail Tak 


ALPHABETS and 
SHADING FILM 


ACETATE SHEETS 


EASY TO USE 
Simply cut out with razor blade from pressure 
sensitive sheets and press into position on 
your layout. 
Write for FREE “How to Do It’ 
a Lies. and ¢ pl 
Now available ...the NEW CELLO-TAK Trans- 
parent Day-Glo Acetate Sheets. 


Stocked and distributed by 


Crane-ballo ARTIST SUPPLIES 
VEST lst NEW YORK 12 


J 





® 
PASTE-UP 














coming events 


June 23-29 . . . International Design Confer- 


ence. Aspen, Colo. 


June 24-26 .... AMA Packaging Clinic: New 
York, Packaging Research. 


June 24-Aug. 16 . . . Institute of Design sum- 
mer session, Illinois Institute of Technology, 
Chicago. Also courses leading to MS degree 
in art education. 


Through June 30. . . Milwaukee's Fourth An- 
nual Directors Show, Milwaukee Art Insti- 
tute. 


June 25-July 13 . . . Sixth Annual Exhibition 
of Advertising and Editorial Art, Art Direc- 
tors’ Club of Montreal, Montreal Museum of 
Fine Arts. 


July 1-Aug. 9 . . . Pratt Institute, new grad- 
uate program in art teacher education for 
MS degree. 


July 1-Aug. 30 . . . School of Visual Arts, New 
York. Summer session, special workshops. 


Sept. 6-22 . . . Annual Exhibition of the Art 
Directors Club of Atlanta, at The Atlanta 
Art Association's Great Gallery. 


1957-58 Traveling Exhibit, AWS . . . Through 
June 23, Frye Museum of Art, Seattle, Wash.; 
July 7-Aug. 18, Crocker Art Gallery, Sacra- 
mento; Sept. 9-29, Ft. Worth Art Center, Ft. 
Worth, Tex.; Oct. 14-Nov. 3, Louisiana State 
Exhibit Museum, Shreveport, La.; Nov. 18- 
Dec. 8, Norton Gallery, W. Palm Beach, Fla.; 
Dec. 23-Jan. 12, 1958, Joe & Emily Lowe Art 
Gallery, Coral Gables, Fla.; Jan. 27-Feb. 16, 
Brooks Art Gallery, Memphis, Tenn.; March 
3-23, Davenport Municipal Art Gallery, Dav- 
enport, Ia.; April 7-27, Beloit College, Beloit, 
Wis.; May 12-June 1, Arnot Art Gallery, El- 
mira, N. Y. 


Museum of Modern Art. NYC... Through 
Sept. 8, Picasso, his most important exhibi- 
tion in this country since 1939; through Sep- 
tember, 60 years of French Films. 


N. Y. Public Library . . . “Birds and Beasts,” 
a show of animals in prints. 3rd Floor Print 
Gallery. Covers 6 centuries of print making. 
Thru the summer. 


Philadelphia Art Alliance . . . Through Aug. 
13, Philadelphia Water Color Club Exhibi- 
tion, watercolors and prints by 10 artists. 





Now you can meet him!!! 
At exclusive Tiffins in Bombay 

. at the famous tiger hunts 
of distant Rabindranath Tagore 

. among the small group 
of daring men who have successfully 
scaled Anapurna, no name causes more awe 
than that of Commander Lightfoot. 
Now that he has turned his 
massive intellect, his savoire-faire, 
his stick-to-it-iveness 
advertising-wise .. . we are most 
fortunate to be able to introduce 
him to you... ours alone... 


under his real name of 


TED HOI] AG) B, SS atreete) representative 


GLANZMAN-PARKER 


5 EAST 47TH STREET, NEW YORK 17, NEW YORK ° PLaza 8-0434 





The ‘‘Maniquette"’ is 
the most popular and 
finest figure made. 


AMERICAN’S MOST POPULAR MANIKINS 
The “MANIQUETTE” and the “FIGURETTE” DESIGNERS’ SUPERFINE GOUACHE COLORS 


All the Essential Eicsmamnaead 
Features Packed 


a @ Opaque water colors / 

@ Full 15"" high for commercial artists 
complete with and illustrators. 
stand : . ee 

@ Hardwood, . Outstanding for opacity, 
Rocqeer Cae. ; great purity of color, 


@ Anatomically = li rilliance. 
eee and dazzling b 
May be used 
@ 66 separate J 
parts. through air brush. 
@ Built to last. tubes not actual size 


Assumes 
Any Human 
Position 


only $1 5. list 
including stand iE YOU can afford 
The that little 


“FIGURETTE" 
companion to the ‘‘Maniquette."” It is = . extra IMPORTED 
very similar but has pear-shaped 902 BROADWAY, 
and is not lacquered. It is also 15'’ high, anatomically ioned uality! 
and assumes all positions. Hardwood. With stand: a 10.65 ist N. Y. 10, N. Y. quality! 


AYO) 2 ILLA a Canadian sa. THE Sal = ot aaa 
' Californian Distributors: THE SCHWABACHER-FRE be / 
rh Company 


330 KAST 23Kp ST... NEW YORK IO, N.Y 31 
706 S. Magnolia, Los Angeles 5, Calif 





Another wigwam 


full of indians 
ready to serve 


you chiefs 


who are hunting 
for the best 
in creative design 


for advertising 





booknotes 


PRINTING AND PROMOTION HANDBOOK. 
Second Edition. Daniel Melcher and Nancy 
Larrick. McGraw-Hill. $7. 


Encyclopedia arrangement of printing 
and promotion methods and terminol- 
ogy explanations. Helpful graphs and 
illustrations used when needed for 
understanding machines, methods of 
work, examples. Four appendixes on 
type faces, bibliography, graphic arts 
films and postal information are aids. 
Clear explanations of how to prepare 
copy for each method of reproduction. 


EDVARD MUNCH. A Selection of His Prints 
from American Collections. William S$. Lieber- 
man. Museum of Modern Art. Distributed by 
Simon and Schuster. Paperbound, $1.50. 


Personal history of the Norwegian artist 
and critique of his work. Thirty-four 
plates of Munch’s lithographs and etch- 
ings, and woodcuts, only one in color 
on frontispiece, Two Figures by the 
Shore. Dimensions of the originals, cata- 
log listings, and place of exhibit are 
listed. Printed in England. 


HANDBOOK OF EARLY ADVERTISING ART. 
3rd edition. Clarence P. Hornung. Dover. 2 vol- 
ume set, $18.50. Each, $10. 


This handbook of two volumes is di- 
vided into pictorial and typographical, 
both contents for reproduction free of 
charge or permission. The pictorial vol- 
ume contains 1790 illustrations, includ- 
ing 16 new plates of industrial and busi- 
ness illustrations, 336 full-page plates of 
rare pictorial material. Mostly Colonial 
and 19th century American art, although 
some British and Continental material 
is included. Text deals with history and 
development of advertising, detailing 
type of art and typography used. The 
typographical volume has 311 full-plate 
pages of type faces, ornaments, borders, 
etc. Includes a new collection of 64 
plates of initials, alphabets and decora- 
tive letters. Both volumes give sources 
and a checklist of other material. The 
pictorial volume also includes an ap- 
pendix of notes on the plates. 


ENTERPRISE IN OIL. Kendall Beaton. Appleton- 
Century-Crofts. $7.50. 


Voluminous material on the history of 
Shell Oil in the United States. Includes 
56 pages of illustrations and maps, of 
interest to those looking for subject 
material. Also: examples of early Shell 
advertising methods. Interesting jacket 
photo by Forrest Adrian. 





... that Rust Craft 
is in the market for 
ideas and designs 
for a new line 

of contemporary 
greeting cards. 


If you are a designer 

or a creative writer 

with a flair 

for sophisticated humor 
we'd be glad 

to hear from you — 
preferably with samples 
of your work. 


The Art Director 


RUST CRAFT PUBLISHERS 
Rust Craft Park Dedham, Massachusetts 





egeseeeseeegeecegcegeeeceeuees 


bonus! duplicate 

giant transparencies & - e 
prints direct from your art up to giant size 
without intermediate reproduction quality or 
copy charge oomphy display quality 


seseseeeceeeceegeeeaeeeaeeens 





bebell a bebell 


COLOR LABORATORIES 
seseepesupeueepesvpepeseeeeee 8 8 


pps: apd pe dye transfer prints 
in any size and style . ” " 
: any si 
from art and transparencies Paap ee eee 
35mm, stereos, film strips, reproduction quality or 
TV size, lantern size, display quality. 
Vu-Graph, VisualCast 


direct from artwork newltl 
for busy layout men, 


WAtkins 4-8573 or from transparencies — 
2-headed designers 


108 W. 24th St., New York 11 Cmatte or glossy) entes ahasomten 
or photostats 
color prints (6-hour service available) 


any size up to giants in any layout size 
S®esesepeeeseeuUaegeeegceaeaaens 


New York’s most complete ) T TL ft 5 ; LM 


SLIDE 
PREPARATION [ieeehrtrseud eel spray 


11 f 

SERVICE ia Bh on 
Vugraph slides 

...including COLOR! 





artist’s quality 


protective 
shield 


ADMASTER has the ‘know-how’ and  -¥ over 
facilities to handle all your slide prepara- : 

tion work quickly, accurately, dependably. tee * your 
In color or black and white... one-of-a-kind cae | drawing or 
or large runs... Admaster is the top resource _ intin Po 
of art directors and production men. An 3 - 8 a 
Admaster technical representative will f 
gladly advise you on preparation of art. 








SRUMBACHER) 





ASK FOR FREE BOOKLET 
containing price lists, ideas and 
how-to-do-it information on the 
more than 200 photostatic, pho- 
tographic and slide services 
available at Admaster. 





at all art stores 


Admaster Prints Inc. P M. GRUMBACHER ivxc 


1168 6th Ave N. Y. @e JUdson 2-1396 
482 W. 34th Street, New York 1, N. Y. 
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Isn’t it natural... 


r 


if there are art materials, made specifically to improve 
printed reproduction... 


and if such art materials actually expedite the making 
of highlight (or combination) halftones . . 


and if your art is often reproduced by such plates... 


then isn’t it perfectly natural that you have much to gain 
by investigating? We’ll be delighted to send you the inter- 
esting story on Fluorographic art materials; how special- 
ly-equipped engravers throughout the continent welcome 
their use; - and how easily and dramatically they improve 
printed reproduction. Just tell us where you are. 












Fluorographic Sales Division 


Printing Arts Research Laboratories, Inc. 
La Arcada Building Santa Barbara, Calif. 
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Montreal show dinner 
set for June 25 


Montreal AD club members will preview 
their annual exhibition June 25, before 
attending the annual awards dinner to 
be held at the Ritz Carlton hotel. The 
preview opens at 5:30 p.m. Cocktails 
at 6:30 and dinner at 7:30. Reservations 
for the affair may be made with Mrs. 
H. Rankin, McKim Advertising Ltd., 
1510 Drummond St., Montreal, P. Q. 
Tickets are $10 each. Dinner date given 
in the show prospectus, June 21, was 
erroneous. Jury members for the Sixth 
Annual Exhibition are: Illustration, 
Bob Buckham, Jacques Le Flaguais, 
Richard Racicot. Design, Hector Shanks, 
Ian Lindsay, Gerard Caron. Direct Mail 
Advertising, Charles Fainmel, Stan En- 
gel, Harry Echenberg. Photography, 
Don Langford, Mrs. Max Sauer, Geof- 
frey Rogers. Magazine and Newspaper 
Advertising, Reginald Murdock, Al Le- 
duc and Charles MacDonald. 


Baltimore club 
show judges 


The 12-day showing of the Seventh 
Annual Exhibition of the Baltimore AD 
Club, held in the Enoch Pratt Library, 
was judged by the following, according 
to George Adams, AD at Joseph Katz 
Co.: Guy Fry of Philadelphia, advertis- 
ing consultant and past president of 
NSAD; Walter Wilkinson of Eastern 
Shore, Maryland, and nationally recog- 
nized poster illustrator; Max Johnson, 
AD at J. Walter Thompson, New York; 
George Ratkai, head creative photog- 
rapher and partner in the Paul Dome 
Studio, New York. 
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Lyle Cathcart, AD at Van Sant, Dug- 
dale & Co. was exhibition chairman. He 
was assisted by Gray Dodson of Dodson 
Associates, Inc. Members of other com- 
mittees for the show included Milton 
Knauff and George Weal of 4A Studios; 
Gordon Lowenberg of the Lionhill Stu- 
dio; Robert Krauss, Krauss Studio; 
George Fondersmith, AD at Joseph Katz 
Co.; Frank C. Mirabile of Welch, Col- 
lins and Mirabile, Inc.; Donald Cul- 
bertson of H. W. Buddimere Co.; Ted 
Sokolove of Ted Sokolove Displays; and 
Boyd Mettee of Mettee Studios. 

George Samerjan of New York, na- 
tionally known art director and free- 
lance designer who has lectured exten- 
sively on creative imagination, art and 
related subjects, was guest speaker at 
the awards dinner. 


Atlanta preparing 
buyers guide 


The Atlanta AD club is preparing a 
membership buyers’ guide with mem- 
bers’ names, autobiographies and pho- 
tographs. 


Detroit club 
holds student conference 


The First Annual Student Design Con- 
ference, sponsored by the Detroit AD 
club, attracted some 250 art students 
from schools and universities in Michi- 
gan, Ohio and Indiana. Detroit art 
directors established the seminar as a 
public service to educational institutions 
and to attract more and better artists 
to advertising agencies and supplier 
sources. Program was designed to give 








informative training and direction to 
the students. 

Doug MacIntosh, club president and 
AD for Campbell-Ewald, reported top 
professionals who are active artists and 
responsible for employing, training and 
supervising art personnel, addressed the 
students and their instructors. Bob 
Hungerford, AD for Campbell-Ewald 
wrote an advertising demonstration 
which was staged to illustrate practical 
application of foregoing discussions. 
Also on the full-day’s conference pro- 
gram were panel discussions, a demon- 
stration of the solving of a hypothetical 
advertising design and art problem, 
personal discussions with students on 
their aims and problems, color sound 
films on the evolution of an advertise- 
ment and what goes on inside an ad- 
vertising agency, a student brochure 
contest discussion and evaluation of the 
entries by judges. 

William Johnson, executive AD for 
Kenyon and Eckhardt, Bruce Unwin, 
AD for MacManus, John and Adams, 
arranged the conference. 


Chicago club researches 
exhibit wants 


Results of a research project concluded 
by the Art Directors Club of Chicago 
on the type of show preferred by art 
directors show the following program 
is desired by a representative group of 
96 art directors who returned question- 
naires prepared for the club. A formal 
dinner. A dignified ceremony. An ad- 
dress by a professional from the graphic 
arts field. The exhibit to remain open 
to include the entire midwest. 








Seventeen artists 
won Certificates of 
Exhibition Direc- 
tions in Advertising Art at the Oregon 
Ad and Portland Art Directors Clubs’ 
joint awards banquet held to present 
the honors to exhibitors in the First 
Portland Art Directors Club show. The 
exhibit, called “Directions in Advertis- 
ing Art,” marks the first time the club 
has sponsored a show since becoming 
afhliated with NSAD. The club was 
formerly known as the Portland Adver- 
tising Artists Guild. As the Artists 
Guild, shows were held under the aus- 
pices of, and at, the Portland Art Mu- 
seum. This first ADC show was held for 
five days at the Meier & Frank depart- 
ment store auditorium. Of the 706 
pieces submitted (as compared to the 
usual 400 pieces submitted in former 
shows), 166 were selected for display. 
Awards were given in 20 categories and 
a “most popular” award was decided by 
votes of the public attending the show. 
Five award pieces are shown. 


Portland awards 
17 artists 


1) Consumer Magazines 
Title: Student Body USA 
AD: Ed Mittlestadt 
Photographers: Rene and Beryl 
Williams 
Client: Jantzen 
Agency: Botsford, Constantine & 
Gardner 
2) General Newspaper 
Title: News & Illustration 
Artist: Richard Wiley 
AD: Niles Kelly 
Client: Seattle Transit 
Agency: Cole & Weber, Seattle 
3) General Newspaper 
Title: Classified Display 
AD: Robert Reynolds 
Photographer: Condit Studios 
Client: Northwest Plaster Bureau 
Agency: Dawson & Turner 
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5) 
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4) Point of Sale 


Title: International Collection 
poster 

Artists: Arvid Orbeck, Mary Ann 
LeVesque 

AD: Ed Mittelstadt 

Client: Jantzen 

Agency: Botsford, Constantine 
@& Gardner 

Packaging 

Title: Jane Amherst Gift Box 

Artist: Douglas Lynch 

Client: Kerr Conserving Co. 








chapter clips 


Baltimore: Walter Reinsel, AD of N. W. 
Ayer and Son, Philadelphia, was a re- 
cent guest speaker for the club—he dis- 
cussed the Container Corp. ad campaign. 
Chicago: Herbert Bull and Richard Prez- 
ebel are chairmen of the 25th Annual 
Show . . . Constantin Joffé, internation- 
ally famous photographer, addressed the 
club. His 10-minute color film of Ma- 
hatma Gandhi (the only color motion 
picture ever taken of Gandhi) was shown 
. . - Les Beall, the outstanding AD and 
designer, another recent speaker. 
Memphis: Bill Greenhaw of Greenhaw 
and Rush, a gueSt speaker. Showed 100 
slides on international design, from ex- 
hibit sponsored by 4As. 

Montreal: Club members saw projected 
pictures prepared by Robert Osborn 
and privately published as a book under 
the title of “Leisure.” 

Philadelphia: Seymour Robins, the graphic 
and industrial designer, addressed the 
club on “How Can Studies of Sensory 
Perception Help Solve Problems of De- 
sign.” Round table discussion followed. 
Pittsburgh: Gordon Lippincott of Lippin- 
cott and Margulies, New York, used 
color slides to illustrate his talk to the 
club on problems of the philosophy of 
advertising, design and the value of ef- 
fective brand advertising. 





Fashion comes New packaging for 
to drug items Squibb Toilet Lano- 

lin switches from old 
“ethical drug” style to fashion treat- 
ment for beauty product. Old packag- 
ing, here right, and new packaging, left. 
This redesign for the skin cream, now 
called Lanolor, marks the first such 
move for Squibb. Old package, in beige 
and brown, was discarded for new pink 
and blue-purple package designed for 
horizontal display and to capitalize on 
beauty cream uses of ointment. Alan 
Berni & Associates, New York package 
and industrial design consultants, de- 
veloped the new design with Squibb 
as a combined market research, adver- 


























tising and package design promotion 
program. 

New jars, tubes, cartons, and shippers 
that double as displays in the store, are 
rendered in soft pink, brushed with 
white cottony balls. Brand name Lano- 
lor is thick-stroked in rich blue-purple. 
Display-shipper units use fashion photo 
of woman’s face and hand applying 
product. Drug retailers are encouraged 
to display Lanolor among other toil- 


etries, rather than with apothecary 
items. 
Squibb’s trademark was retained to re- 


inforce the company’s ethical drug 
standing in the new fashion approach. 
It is given secondary emphasis on all 
promotion and packages. Regional ad- 
vertising, to test the new approach, and 
professional samplings were made. There 
is now a wide-scale direct mail promo- 
tion to drug retailers. First month’s 
sales results showed triple and even 
quadruple for the same period last year 
with old package and promotion, ac- 
cording to Squibb’s merchandising prod- 
ucts sales manager C. W. Lemkau. 

Probable future of new fashion ap- 
proach for Squibb: Lanolor may go on 
to national advertising. A new fashion 
appeal may be created for other prod- 
ucts up to now solely in the ethical 
drug ad field. 





Campbell-Mithun Ernest W. Turner, 
promotes two ADs seated, has been 

named creative di- 
rector and E. Williams Burke, standing, 
has been named executive AD as part 
of an expansion move at Campbell- 
Mithun, Minneapolis, the largest ad 
agency west of Chicago. Turner, a vice 
president and member of the board of 
directors, has been the agency’s execu- 
tive art director for six and a half years. 
Burke, an art supervisor at the agency, 
was moved into Turner’s vacated posi- 
tion. Cleo Hovel is the new television 
art director, with the television depart- 
ment’s operations still under the direc- 
tion of Arthur Lund. The agency now 
has 400 employees, offices in Hollywood 
and Chicago, and bills $35 million an- 
nually. 




























The Seattle Art Di- 
rectors Club Eighth 
Annual Exhibition 
of Advertising Art included five Special 
Award winners and 20 Merit Award 
winners. Selection of the awards was 
made by three guest jurists, Ted Be- 
thune, art director from Vancouver, 
British Columbia; Bob Goodman, art 
director from Spokane, Wash.; and By- 
ron Ferris, designer from Portland, Ore. 
Preliminary entries had been selected 
by a group of local art directors from 
printed samples which had been pub- 
lished between March 1956 and March 
1957- 

The show was hung for a five-day 
period at the Bon Marché department 
store auditorium. Awards were presented 
at a luncheon meeting. Al Parker, who 
has been closely associated with the 
Famous Artists Course of Westport, 
Conn. and is now an advisor of the 
school, led a discussion on illustration. 

The five Special Merit Award pieces 
are shown here. 


Seattle’s 
Eighth Annual 


1) Design 
Artist: Calvin Chin 
Designer: Douglas Bennett 
AD: Niles Kelley 
Agency: Cole &2 Weber 


2) Television 
Artist: TV Spots, Inc. 
Designer: Rufus Carlson 
AD: Bob Woodcock 
Agency: F. E. Baker & Assoc. 
Advertiser: Boeing Airplane Co. 
3) IUustration 
Artist: By Wingett 
AD: Tor Manzer 
Agency: Public Relations Office 
Advertiser: Boeing Airplane Co. 


4) Illustration 
Artist: Doug Hanson 
Designer: Doug Hanson 
AD: Doug Hanson 
Agency: Cole & Weber 
Advertiser: Pacific Telephone Co. 

















DIAL 
WALLA WALLA 
NUMBERS 11:01 

SATURDAY NIGHT 
MARCH 16 
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5) Design 
Artist: Fred Milkie 
AD: Bob Todd 
Agency: Miller, Mackay, 
Hoeck & Hartung 
Advertiser: Sick’s Seattle 
Brewing & Malting Co. 




















Tie-in design A symbol for 
for rayon campaign Avisco which 
can be used in 


ad illustration and/or design, packing 
cases, point-of-sale tags and stickers, is 
this cone-shaped outline framing the 
model and repeated top right in the 
label effect. The shape derived from the 
cones on which Avisco yarns are wound. 
N. W. Ayer & Son, Avisco’s agency since 
1955, planned the symbol to tie in all 
the client’s products which had pre- 
viously been marketed under different 
brand names. 

After experimentation with different 
shapes in an effort to find one which 
could be used for advertising, promo- 
tion and marketing and which would 
be good in any type of mechanical 
problems involved—while not being so 
unusual as to distract attention from the 
message—this cone shape was adopted. 
Although the cone in this ad simply 
frames model, sometimes the cone is 
used in series with illustration in each, 
or as a cutout, etc. 

AD: Paul W. Darrow. Photograper: 
Edgar De Evia. Model: Ricki Van 
Dusen. Copywriter: Mrs. Wilma Bell. 


Colortone Press 
wins 3 awards 


The Southern Graphic Arts Association 
awarded Colortone Press, Washington, 
D. C., three prizes to its entries in the 
18th Annual Awards Competition of 
the association. Charles E. Kennedy, 
executive secretary of the association and 
director of the International Graphic 
Arts Education Association, presented 
the awards to Alphons J. Hackl, presi- 
dent of Colortone Press. The award- 


winning pieces were a full-color enve- 
lope produced for Kalb-Voorhis & Co., 


members of the New York Stock Ex- 
change; a two-color route map for Capi- 
tal Airlines; and Colortone Press’ own 
typebook of photographic typesetting 
fonts, Type Directors Guide. 


Lewin, Williams & Saylor 
close Newark departments 


Due to the closing of the Lewin, Wil- 
liams & Saylor art, production and 
copy departments in Newark, N. J., the 
following ,are at liberty (at Art Direc- 
tion presstime): AD Harold Sosnow, 
FLushing 7-5741; Assistant AD Saul 
Heff, ORange 5-2811; Production Man- 
ager Joel Beier, SEdgewick 3-2388; and 
copywriter Malcolm Wilder. 
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Henry J. Payne, 
an art director at 
Batten, Barton, Durstine & Osborn, has 
been elected a vice president of the 
agency. He joined the company in 1924, 
after a time as a free lance artist, then 
a layout artist with McGraw-Hill. He 
was a member of the first class in ad 
design at Cooper Union, 1917. He has 
worked as an AD on most of BBDO’s 
major accounts since joining the agency. 


BBDO ups Payne 


Aspen Design Conference 
June 23-29 


The Seventh International Design Con- 
ference to be held in Aspen, Colo. June 
23-29 will have as its theme Design and 
Human Values. Three related subjects, 
developing the conference theme, to be 
discussed by leading international fig- 
ures in design, science and communica- 
tions are the Shaping of Values, Values 
in Action, and the Transmission of 
Values. An internationally known scien- 
tist will talk on the Meaning of Human 
Values in Science and Design. George 
D. Culler, chairman of the Interna- 
tional Design Conference, announced 
this year’s theme was chosen because 
“men everywhere are groping for the 
human content for our new technology.” 
Every designer, he said, needs to under- 








stand the individual human being who 
is his real client—his values and how he 
expresses them in buying or refusal to 
buy, his attitudes and changes of atti- 
tudes toward his surroundings. The role 
of design in these processes will be ex- 
plored at the conference. 

Information on membership and reg- 
istration for the conference are available 
from International Design Conference 
in Aspen, 22 E. Illinois St., Chicago 11, 
Ill. Program committee members for this 
year’s conference are Saul Bass, Los 
Angeles, chairman; Will Burtin, New 
York; Garrett Eckbo, Los Angeles; 
James Fitch, New York; William Fried- 
man, Bloomington, Ind.; and Herbert 
Pinzke, Chicago. 
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Art keys new A departure from 
shoe campaign the usual photo- 
graphic treatment 


for shoes is this example of the new 
campaign for Haymaker Shoe Corp., 
running in Harper’s Bazaar and Vogue. 
This product, a comfort shoe not worn 
with high fashion clothes, nevertheless 
in this campaign receives high fashion 
treatment — fine arts background, color 
or b/w. The campaign suggests this par- 
ticular shoe in use—for comfortable 
walking when sightseeing, etc. This ad 
has white shoe contrasting against warm, 
brightly colored exotic scene. To the 
left of type block is a spot of another 
fashion in color. Agency: Irving Serwer. 
AD: Art Kane. Artist: Jack Wolfgang 
Beck. 


Color Corp. of America 
adds Type C processor 


Another effect of the Kodak negative- 
positive process in the color photogra- 
phy field was manifested by Color Cor- 
poration of America which has just 















purchased its first Deluxe Camera Craft 
Precision Type C Processor, fabricated 
by White-Hixon, Inc. Color Corpora- 
tion’s president Joe Snyder reports the 
new equipment will bring high quality 
color prints within anyone’s budget, as 
the new processing line produces re- 
sults comparable to top quality Kodak 
Dye Transfer Prints at about one third 
the first print price. There are lower 
prices in quantities. 

Color Corporation plans three Type 
C lines to handle growing business, and 
will spend over $100,000 on Type C 
alone. The new equipment is a preci- 
sion stainless steel, semi-automatic gas 
burst processing line that turns out 72 
high quality 8 x 10 Type C color prints 
or 18 Type C color prints, 16 x 20, 
every 15 minutes. 


qd. 


Obie, by Obie William Oberhardt is 
known to his fellows 
in the Society of Illustrators as the 


“head” man. His charcoal portraits, 
drawn from the living model rather 
than from a photograph, have been 
gracing the commercial art world for 
nearly 50 years. In April over 100 por- 
traits by Obie were shown in his Five 
Decades show at the National Arts Club. 


AIGA magazine clinic 
plans surprise exhibit 


The Wednesday June 26 magazine clinic 
of the American Institute of Graphic 
Arts will feature a surprise exhibition 
and Walter Reinsel, AD at N. W. Ayer, 
showing the Great Ideas of Western 
Man campaign of Container Corp. The 
clinic will meet at 7:30 p.m. at the Will- 
kie Memorial Building of Freedom 
House, 20 W. 4o St. Admission is $1 for 
AIGA members, $1.50 for non-members. 





Pablo Casals is coming home 


—to Puerto Rico 


PUERTO R)CO'S GREAT NEW MUSIC FESTIVAL IM SAN JUAN 


Emphasizing Ogilvy, Benson and Mather’s campaign for Commonwealth of Puerto 


Puerto Rico 


Rico features the “renaissance” in that country—culture, new in- 


dustry, etc. This double spread in editorial style is typical of cam- 
paign which has been using different types of photography, varying locales, all meant 
to upgrade Americans’ estimation of P. R. A little different than the usual, blatant 
type of traveler- and industry-enticing campaign for foreign capital. AD: Bill Binzen. 
Photographer: Elliott Erwitt. Copy: Clifford Field. 





Richmond art directors 
elect officers 


New officers elected by the Art Directors 
Club of Richmond are Al Casino, AD 
of Cargill & Wilson, president; Frank 
Mann, AD of A. H. Robbins Pharma- 
ceutical Co., vice president; Barbara 
Sheirs, AD of Thalhimers, Inc., treas- 
urer; George Riddick of Lindsey & Co., 
recording secretary; T. Kenneth Rowe 
of Lindsey & Co., corresponding secre- 


tary. 


DAI seminars probe 
ethics, competition 


Third of the Director’s Art Institute 
seminars, planned to help commercial 
artists and photographers operate more 
efficiently and profitably, reviewed busi- 
ness relationships in the commercial art 
field and practices of the Joint Ethics 
Committee. Panel members Jack Jami- 
son, Tran Mawicke, Bud Norton and 
Hoyt Howard discuss problems submit- 
ted to them by seminar registrants. Bar- 
rie McDowell and David Bradshaw, co- 
directors of DAI, served as moderators. 

Tran Mawicke, commercial artist and 
chairman of the Joint Ethics Committee, 
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explained the committee’s Code of Fair 
Practice was conceived to define equity 
for the artist, the artist’s representative, 
and the art buyer. The committee offers 
no legal advice on contracts, copyrights, 
bill collecting, and like matters, but its 
judgment, decisions and recommenda- 
tions are respected in the field. Bud 
Norton, owner of Bud Norton Associ- 
ates and co-owner of Skylight Studios, 
stated there is a studio operation for 
individual needs or work objectives of 
every artist and photographer. His stu- 
dio, using both salaried and free-lance 
artists, has for its objective a strong nu- 
cleus of clients who would rely on it for 
top-notch talent for any type of commer- 
cial art. 

Hoyt Howard, AD and a partner in 
Hoyt Howard, Inc., emphasized the 
need for education of art buyers to the 
fact that an artist’s fee includes time 
involved in consultation and pre-plan- 
ning, as well as the preparation of 
rought layouts and delivery of the fin- 
ished job. 

The kickback question was answered 
by the panel with advice that if the 
artist does kickback to the art buyer, 
he is inviting trouble. The Code stresses 
the no-kickback practice. What to do 
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when artwork is purchased for a specific 
use and later is used for other purposes, 
was answered by the panel by reference 
to the Joint Ethics Committee Code. 
The Code states the artist is to receive 
adequate additional remuneration if 
material is used more extensively than 
originally planned. 


Ivy League 
button-down 





Art-y ad Cisco Casuals de- 
for casual clothes cided to use this 
soft arty approach 
to a specialized audience—the readers of 
the New Yorker. Here a gray page bears 
some blue, in the signature lettered by 
AD Dominick Arbusto, and in the prod- 
uct, a sportshirt. The figure is sur- 
rounded by blurry gray, deeper than 
page background. To achieve the sought- 
for softness, artist Robert Smith of 
Charles E. Cooper painted on acetate, 
a couple of inches at a time, hinged 
that, and pressed the work on gesso 
panel which served as reproduction 
copy. Vertical look of page ad is empha- 
sized by type which outlines figure and 
sells mood of product: Copy: Norman 
Franklin. Agency: Daniel & Charles. 


Suppress art vandalism 


A plea for the suppression of vandalism 
upon art was made by Norman Kent, 
editor of the American Artist, in his 
last month’s editorial. Noting that van- 
dalism in museums and other public 
institutions seems to be on the rise, and 
defacement of posted advertisements is 
increasing, Kent asked his readers to 
begin the campaign against vandalism 
with themselves and in their home. He 
urged them to handle other artists’ work 
with the same care they expect their 
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own work to receive. Students should 
be taught to leave ad posters alone, he 
said. 







This unusual treat- 
ment to introduce 
a new silver pattern 
was photographed by AD Onofrio Pac- 
cione of Grey Advertising. Unusualness 
of desertlike color setting for Raymond 
Loewy-designed Wallace Silver pattern 
also emphasizes high style treatment—use 
of blurred fashionable figures in back- 
ground, style of type—photo-lettering for 
head and sig, standard light for copy 
block. Copy: Estelle McBride. 


AD photographs 
new silver idea 





Paul R. Smith named Paul R. Smith, 
Calkins & Holden who has been 
president a partner and 

senior vice pres- 
ident of Calkins & Holden since 1950, 
was named president of the agency by 








the board of directors. Before joining 
the firm, he had been president of his 
own advertising agency. He is a past 
president of the New York Art Direc- 
tors Club. 












Product style Magee’s Grand 
gets own setting Canyon carpet here 

achieves strongest 
identification for brand name plus at- 
tention value by being seemingly pho- 
tographed right on rim of Grand Can- 
yon. Models Nina DeFoxe and Ward 
Donavan have sunlight effects high- 
lighting them, as does background. Their 
high fashion appearance lends itself to 
like mood for product. AD Onofrio 
Paccione used blown up G and C of 
Clarendon caps in Grand Canyon pic- 
ture to strengthen brand name identi- 
fication. Color of the brand name picks 
up warm orange tones from background. 
Client’s sig, condensed Didot, ties art 
and copy together by placement half 
in art and half in text space. Agency: 
Grey. Photographer: Harold Krieger. 
Copywriter: Alice Thompson. 

if 

ADs help plan 
Industrial High School 


The new building of the High School 
of Industrial Arts in New York will 
incorporate the advice of art directors 
and other members of the graphic arts 
field. Serving on the advisory commis- 
sion and helping to plan organization 
of the new shops and equipment of the 
building to be erected on 57th St. and 
Second Ave. are Dr. M. F. Agha, con- 
sultant AD; Albert Bliss of Bliss Display 
Corp.; Jack Borgenicht; Al Brenner of 
WCBS; Robert Brightman of Mechanix 
Illustrated; Fred Cooper, Society of 


(continued on page 92) 









DESIGNED BY WILL BURTIN 


Craw Clarendons: Classic Creations with the 
modern touch, “Current and Choice” among craftsmen with type every- 
where. The two carefully balanced weights now available were designed 
for dynamic, modern typography. Never before was there a Clarendon 
family of such distinctive design and broad usefulness. This paragraph is 
set in Craw Clarendon Book. Your ATF Type Dealer stocks the Clarendons 
for prompt delivery. Just ask him for our specimen bro- 


chures, or write directly to the Type Division, American 
Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 


ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 
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Because of the emphasis on overall design 
and on illustration in Art Directors Club 
shows, AIGA and STA exhibits, the Type 
Directors Club three years ago inaugu- 
rated its annual awards for typographic 
excellence. This is the third year for the 
TDC awards. Chairman of the 1957 com- 
petition ahd exhibit was Mahlon Cline. 
A slide presentation and critical analysis 
of the winning pieces featured the final 
session of the Annual Type Directors 
Club lecture series. 

Throughout the entire exhibit the ef- 
fects were achieved by the tasteful use 
of one or more of the following char- 
acteristics: 

1. Contrast of size—extremely large letter 
forms used with small sizes create visual 
excitement because our eyes are accus- 
tomed to see reading matter without 
much contrast. Normal contrast in size 
is easy for the eye to see, however extreme 
contrasts are unusual. 

2. Contrast of direction—horizontal op- 
posed to vertical; also, condensed faces 
create a vertical line while extended 
faces cause a horizontal movement. 

3. Contrast of tone value—here again, 
extreme contrast is used to obtain visual 
shock, something very black contrasting 
something very light sets up visual ex- 
tremes. 

4- Contrast of space—the blank space in 
contrast to the type elements is a subtle 
way to help achieve a visual shock. 

5. Contrast of type forms—the use of a 
rigid mechanical type such as a gothic in 
combination with a smooth flowing italic 
or script. 

6. Contrast of color—large areas of dark 
value used with small quantities of a 
brilliant color, or the play of pastel 
shades in contrast to large areas of dark 
values. The overprinting of colors is a 
way to create visual shock. 

7. Contrast of type with illustration— 
light illustrations used with dark areas of 
type and unusual integration of type 
with illustrations. 

In addition to the panel of judges who 
served as commentators at the lecture, 
both Mr. Cline and Aaron Burns inter- 
preted the selections in the light of what 
the judges were looking for and of cur- 
rent trends in typography. The gist of 
their remarks follows. 


typographic 
predominance + 





visual excitement 


The TDC winners shown here were 
chosen from some 1500 entries submit- 
ted from all parts of this country, from 
Canada and Sweden. The basis of judg- 
ment was: Typography should be the 
predominant visual element. A major 
consideration in making the selections 
was that immeasurable intangible—visual 
excitement. 

Looking back on the selections it be- 
comes apparent that many underlying 
principals contributed to their success. 
The use of space, type, color, paper, 
all helped each winning piece measure 
up to the general premise of “visual 
excitement.” 

Some new directions and experiments 
were included as part of the show. These 
might indicate a trend. At the least they 
serve as inspirations to others to reach 
out in new directions. Type was effec- 
tively integrated with illustration and 
design elements to produce harmony 
among all the elements of a printed 
piece. 

Mahlon A. Cline 


Mahlon Cline, a graduate of Pratt Insti- 
tute, is currently Director of the Evening 
Art School there. He heads his own 
design and art service and serves many 
firms as art director, designer and typo- 
graphical consultant. He is presently 
treasurer of the Art Directors Club and 
actively affiliated with the Type Direc- 
tors Club, AIGA, and the Salmagundi 
Club. He is a fine painter with several 
one-man shows to his credit and runs 
a private press, Iron Rock Press, where 
he experiments with type, paper, and 
color. 


Where are 
we headed... 
typographically? 





One year ago, the Type Directors Club 
of New York devoted the final evening 
of its Lecture Series to a session entitled 
“Inspired Typography 1966”. The pur- 
pose was to discover the direction Com- 


munication, Design, and Typography 
might be headed towards 10 years 
hence. 

The findings, as gathered from some 
of the leading designers in the world, 
pointed towards the following: 

1966 would be an era in which... 
1... we might see a greater return to 
classicism and symmetry. 

2... we would probably have an in- 
creased use of smaller type for display. 
3... we might observe a gentler tone 
in the typographic message, expressed 
through the use of more serif types and 
less hard, violent sans serif faces. (Leo 
Lionni) 

4...type faces would probably be more, 
not less, sans serif. (Will Burtin) 
5... we would see the end of an era 
of back-slapping selling and therefore 
the end of back-slapping buckeye typog- 
raphy. 

6... there will be an increase in figura- 
tive typography ie: painting with type. 
7... there will be a greater sensitivity 
in the handling of large bold type mat- 
ter with color being used with greater 
skill. 

8... the impact of color television will 
probably increase the use of second, 
third, and fourth colors in type areas. 
g...and generally, all signs point to an 
era in which the forces of management 
and design would be integrated and 
the results at various times dictate the 
complete absence of typography. 

It was interesting to note in the re- 
view of the 1957 TDC awards, made one 
year after these predictions . . . that 
there has been little difference or change 
in the design Leing done today from 
that of one year ago. It is still too soon 
to observe any appreciable change in 
the direction of our thinking efforts. In 
searching for real trends, consider these 
words of Will Burtin . . . “trends are 
often confusing as they tend to obscure 
the deeper meaning of a development. 
We speak often of a style when we actu- 
ally mean trend or fashion, in a similar 
sense as women’s hats may change from 
season to season. . . . Typography is 
looked upon as part of a broad, cultural 
horizon, within which our environment 
is changing in a most basic way. As we 
perceive the character and potential 
force of this change, we can appreciate 
more easily its special relationship to 


typography. 
Aaron Burns 





Aaron Burns is a free-lance designer and 
art director, The Composing Room Inc. 
He is an instructor in Advanced Typo- 
graphic Design, Pratt Institute and was 
Chairman of Inspired Typography 1926- 
1966, the lecture series sponsored by the 
Type Directors Club last year. He is 
also chairman of the TDC Workshop 
Committee. 
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Record Album Cover by Saul Bass Record Album Cover by Robert M. Jones 
for Capitol Records. for RCA Victor. 
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Certificate by Gene Frederico for 
American Institute of Graphic Arts. 
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Ivan Chermayeff for Columbia Records. 
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Magazine ad by Gene Frederico (Douglas D. Keepsake by Aaron Burns and 
Simon Advertising) for Lord & Taylor. Ellen Raskin for IBM. 
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(Above and below) Newspaper advertisements by Arnold Varga for Cox’s. 





beerslinng > hater ox ee Rew aon ee 
¥ at & Oe t 
go han chan » x a 
eo vadng Se am * ower Paes 
ant Fae & Mae oo EE eer 
hee yy TS ae cat, We te oP 
sue ht Feecay 2 > Gone ¥ . . ity - 
mety ee ote bb 
¥ 4 
be 
« ’ 
si ard Py Slee 
i ee ’ 
vor a ts "] 


ver read an ad just for fun? 





Good signs, ary way you figure These are the signs of sensatiors 


wating you in Cox's crid year clearance Every buy on our began 


packed wih quatity-plus. It’s 2 summerimed dividend 1 
strats plerty fromn oricetags. so you car save dollar tires 


dotier To sun up Corre on the rum ard boost your budget at 





Hed 
dear 











AN PAN Os 


MAN 43O GBNID SHOLDIAIYNIGC AdAL 


CLARENDON 


iype b mders, Eliz 


Americ 


Magazine ad by Saul Bass for 
United Artists Corporation. 


Booklet by Freeman Craw (Tri-Arts Press) 
for American Type Founders. 
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Record Album Cover by Robert M. Jones Direct Mail piece by George Tscherny 
for RCA Victor. for C & 1 Art School. 
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Direct Mail piece by 
Herb Lubalin (Sudler & Hennessey) 
for E. R. Squibb & Sons. 
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Poster by Bob Gill 
for The Little Studio Ltd. 
































Direct Mail piece by Herb Lubalin 
John Graham for NBC Television. 





Direct Mail post card by 
Peter Palazzo for I. Miller. 
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Advertisement by Herb Lubalin 
(Sudler & Hennessey) for Ciba. 








a4 
ges 


SGQYUYVMY I1VNNNY GHYIHL WHOA MAN 4O GNID SHOLDSYIG AdAL 











TYPE DIRECTORS CLUB OF NEW YORK THIRD ANNUAL AWARDS 


JP /OHN /MPROVES 
A STANDARD 


MY OROGROMICE 





Direct Mail folder by Herb Lubalin 


(Sudler & Hennessey) for Upjohn. 
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Announcement folder by Bob Gill. 


Greeting Card 
by Hap Smith. 
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Direct Mail booklet cover 
hy Hy Farber. 
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Direct Mail card by Gene Frederico for William Helburn. 
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Magazine ad by Louis Danziger 
for Gelvatex Coatings Corporation. 
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Invitation folder printed by Davis-Delaney for Olivetti. 





Magazine Cover by Norman Gollin Magazine ad by George Tscherny 
for Art Direction Magazine. for J. G. Furniture Co. 
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Catalog Binder cover by Paul Rand for IBM. 
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Poster and Magazine Cover by Ivan Chermayeff 


for The Cambridge Review. 
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Drapes designed by Paul Rand for IBM. 













































































Letterhead, Envelope and Card by 
James S. Ward (Peter Quay Yang Associates) 








Advertisement by Louis Dorfsman for CBS Radio. 
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ee Letterhead and Envelope 
by Robert Nelson 
for XP Student Council, 
, Augsburg College. 


Letterhead and Erwelope 
by Ivan Chermayeff. 








Magazine ad by Bob Farber (Irving 
Serwer Co., Inc.) for Tish-u-Knit. 
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Greeting Card by Cal Freedman 
(Cal Art & Associates) for 
Ace Offset Printing Co. 
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The great variety > ATF Gotmc type faces = yours to command - tor exaresnee 
typogragivc styling which eis your customers approval. ATF places at your tingert ps 
the finest farniiies of type faces, to give you the right size anc style tor every orinting 
purpose Your local Authorwed ATF Type O5ater prowstes the tyoe you need — wen you 
want @ Ask him tor your copy of ATF s Handy Type index and spece 

men brochures of ihe Gathucs or write directiy te the Type Dtvisiar, hes 
Aevesicar Tye Founders 200 t ymers Avenue. fiaaneth, New Jersey 
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Meet the youngest member of a successful family: Craw Clarendon BOOK 





Prominent figures in we wpe tasmion parade, these ATF 
Craw Clarendons! This paragraph is eet in the new Craw Clarendon Book, 
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Magazine ads by Will Burtin 
for American Type Founders. 
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Magazine ad by Louis Dorfsman 


for CBS Radio. 
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Magazine ad by Mel Richman Inc. 
for Remington Rand Univac. 


Booklet by Ted Bergman and 
Mordecai R. Craig (James Eng Assoc.) 
for Purdue Frederick Co. 
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Trade ad by Allen Porter 
for Carroll Sagar & Associates. 


Exhibition Catalog by Helen Frederico 
for Museum of Modern Art. 
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Letterhead, Envelope and Card 
hy Schroeder-Lewis. 


Letterhead, Envelope and Card by Louis Danziger 
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for Gelvatex Coatings Corporation. 
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Record Album Cover by Acy Lehman 
for Radio Corporation of America. 











Letterhead, Envelope, Card and Label 
by Herbert Roan (Dolmatch & Roan & Co.) 





Direct Mail folder by Robert Nelson 
for Daw Company. 
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Letterhead, Envelope and Business 
Forms by Morton Goldshall. 
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, i Announcements by Robert M. Jones for The Glad Hand Press. 
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Folder printed by 
Davis-Delaney for Olivetti. 


MENU 


Program booklet by A. Richard DeNatale 
for Reynolds Metals Company. 


Letterhead and Envelope by Jerome Gould 


WATER WELL JOURNAL 
Magazine Cover by John Massey 
for the Water Well Journal. 
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Magazine ad by Louis Danziger 
for Advertising Composition Co. 


for Gould and Associates. 
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Poster and Magazine Cover 


by Ivan Chermayeff for 
The Cambridge Review. 
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Direct Mail pieces by Herbert M. Meyers 


for Atlanta Paper Company. 
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Advertisement by Herb Lubalin 
for Sudler & Hennessey. 
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Direct Mail card by 

Allen Lazaroff for 

llth Annual West Coast Exhibition 
of Advertising and Editorial Art. 





Direct Mail piece by Robert M. Jones 
for The Glad Hand Press. 
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Letterheads, Envelopes and Business 
Stationery by Louis Danziger 
for Kittleson Company. 
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Catalog Cover by Design Department Direct Mail cards by Herbert M. Meyers 
of Corning Glass Works. for 5th Annual Exhibition of 
Advertising and Editorial Art. 
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Advertisement by Herb Lubalin 
for Sudler & Hennessey. 
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Direct Mail folder by Morton Goldshall 
for Lee Paper Company. 


Architectural sign by Allen Porter 
for Palmer & Krisel. 
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Direct Mail piece by Schroeder-Lewis. 
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Record Album Covers by Matthew Leibowitz. 





Magazine Cover by Charles Kratka 
for Arts and Architecture. 
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Direct Mail folder by Herb Lubalin 
(Sudler & Hennessey) for Wm. S. Merrell Co. 
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Record Album Cover by 
Norman Gollin and Don Ornitz 
for Imperial Records. 


Architectural Sign by 
Allen Porter and Fred Usher 
for Sy Art Construction Co. 
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Direct Mail folder by Roy Kuhlman (Sudler & Hennessey) for Merck, Sharp & Dohme. 
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Magazine editorial pages by 
Will Burtin for The Upjohn Co. 
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Editorial pages by Henry Wolf 
for Esquire Magazine. 


Protozoa: Designs m Protoplasm 





House magazine pages by 
Bradbury Thompson for 
Westvaco Inspirations. 
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TYPE DIRECTORS CLUB OF NEW YORK THIRD ANNUAL AWARDS 





Christmas card by Marilyn and 
John Neuhart for The Hand Press. 





Direct Mail piece by Richard Loew for Vogue Magazine. 


Architectural Sign by 
Lee and Adrian Lozano. 
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ON OCTOBER 
TWENTIETH 
NINETEEN 
HUNDRED 
&FIFTY-SIX 
ADAM COE 
WAS BORN 
DANE COE 
GENE COE 





Announcement card by 
Marilyn and John Neuhart 
for The Hand Press. 


Design ARTHUR B. LEE 
TDC Emblem HAL ZAMBONI 


Typography THE COMPOSING ROOM 
TUDOR TYPOGRAPHERS 
BAUER ALPHABETS 


Type Faces HORIZON LIGHT, CALEDONIA, 
COPPERPLATE GOTHIC BOLD 


Printing THE LENMORE PRESS 


Paper ARTEMIS COVER AND SUPERFINE 
TEXT BY MOHAWK 














Saul Bass 


NSAD AWARD WINNER 





When NSAD officials completed their 
tallying of votes for the 10 nominees 
for the 1957 NSAD Award, New York 
born West Coast designer Saul Bass was 
the winner. 

This is a big year for the 36-year-old 
“Man With The Golden T-Square”. Of 
the 20 medais awarded by the New York 
AD club in its 1957 exhibition, Saul 
won two. He is also Program Chairman 
of the International Design Conference 
being held in Aspen June 23-29. 

While in New York he studied at the 
Art Students League and at Brooklyn 
College. He free-lanced and AD’d for 
various ad agencies in New York until 
in 1946 Buchanan & Co. sent him to 
Los Angeles to direct art activities in 
their LA and SF offices. In 1950 he 
joined the LA office of Foote, Cone & 
Belding. Since 1952 he has functioned 
as designer and consultant for advertis- 
ing agencies and is active in integrated 
design planning for industry. 

Perhaps the work which has won 
him the most notice and acclaim is that 
done for “The Man With The Golden 
Arm” and “Around The World In 80 
Days.” Without disparaging either pic- 
ture, some film critics have called the 
titles and graphic effects created by Mr. 
Bass the best parts of these films. Mr. 
Bass has recently returned from London 
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where he created graphic effects for 
Otto Preminger’s forthcoming produc- 
tion of Shaw’s “Saint Joan.” Stills from 
these three pictures are shown here. 

A versatile designer, Saul Bass has 
won awards or had exhibits of his work 
in countries in Europe, South America 
and Asia as well as in Australia and 
the United States. 

Recognition from Art Director clubs 
the AIGA, the Type Directors Club, the 
Lithographers National Association, Ad- 
vertising Association of the West, and 
the Direct Mail Advertisers Association 
have been for such diverse work as 
films, magazine ads, outdoor posters, 
letterheads, and record album covers. 
In the 1956 show of the New York Art 
Directors Club a special award was 
given Saul Bass for his creativity for 
“The Man With The Golden Arm.” 
This years recognition by the art-pro- 
fessionals from coast to coast, the NSAD 
Award, marks him as the AD with the 
golden touch for 1957. 

Saul Bass is the 10th winner of this 
coveted professional honor. Previous 
winners, from 1948 on, were: Paul Sher- 
riff, Charles T. Coiner, Bradbury 
Thompson, Gordon Aymar, John T. 
Tinker Jr., Arthur T. Lougee, Fred- 
erick W. Boulton, Leo Lionni, and Walt 
Disney. * 
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A CROSS-SECTION OF THE BEST 8th annual shou 


“The objectives of the 8th Annual Art Directors Show are to exhibit a cross 
section of the best commercial art, design and photography created in the 
Washington area and to demonstrate to industry and the public that the artists and 


photographers in this area create some of the nation’s finest visual communications. 


We are extremely proud of this 8th Annual Art Directors Show and feel that it 
accomplishes those objectives and meets the high standards set by its predecessors. 
This show has grown in size, scope and importance each year and is possible 
only because of the cooperation and guidance of many hard working people.” 


Joseph E. Montgomery 
President 

Art Directors Club 
of Metropolitan 
Washington 


4) 





Show judges were Allen F. Hurlburt, AD of Look magazine; Wallace 
W. Elton, vice president and AD of J. Walter Thompson, and Louis 
Dorfsman, co-director of advertising and sales promotion and AD, 
CBS-Radio. Some of the winners they picked are shown here. 2 
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spor sored by the Art Directors Club of Metropolitan Washington 













1) Client: WMT-TV 
Ad: Gene Hoover 
Artist: John Burwell 


2) Client: Players, Inc. 
Ad: Fred J. Maroon 
Artist: Fred J. Maroon 


3) Client: Nation’s Business 
Ad: Ralph Patterson 
Artist: Ralph Patterson* 


4) Client: American Arabian Oil Company 
Ad: Stuart Freeman 
Artist: Clifton Line 


5) Client: Chamber of Commerce of U.S. 
Ad: Asdur Takakjian 
Artist: Asdur Takakjian 


6) Client: Amvets 
Ad: Jack Beveridge 
2) Artist: Jack Beveridge* 


7) Client: WTOP-TV 





Ad: J. W. Swanson 
Artist: J. W. Swanson 


: : 8) Client: WTOP-TV 
daily bulletin Ad: J. W. Swanson 
ee ets ss Artist: J. W. Swanson 


9) Client: WTOP-TV 
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page ca a Fo geo Sou tie Ad: Bernard Wathen 
cons teite ca ] joecancent Prone Artist: Bernard Wathen* 
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@ special exhibition ‘or chuidren December 4th ~ January 27th 
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A freshness, a formula-freeness combined 
with skillful execution is noticeable in the 
pieces shown in the third annual exhibit of the 
Art Directors Club of Rochester. The show 
ran at Rochester’s Memorial Art Gallery and 
carried its message to the general public 

for two weeks. Show judges were Charles T. 
Gerhart, Proctor & Gamble AD; William 
Buckley, AD at Benton & Bowles; Langdon 
Clay, Assistant Director of the Rochester 
Memorial Art Gallery. The 12 gold medal 
award winners are shown here. a 
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INDIVIDUALITY CHARACTERIE: 





iT ORTHO FILM 


INNERS in Rochester’s 3rd Annual 


Art Direction 
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AD and artist: William Buckett 
Printer: Case Hoyt Corp. 
Client: Corning Museum of Glass 


AD and artist: Bud Sibley 
Client: Paragon-Revolute Corp. 


AD: Kevin Barry 
Artist: Judy Skoogfors 
Client: Sibley, Lindsay & Curr Co. 


AD: Dan Marciano 
Printer: Smith-Hart Corp. 
Client: Eastman Kodak Co. 


AD and artist: William Buckett 
Printer: Case-Hoyt Corp. 
Client: Goulds Pumps, Inc. 


AD Victer Boero 
Agency: Charles L. Rumrill 
Client: Charles L. Rumrill 


AD: Robert Phillips 
Client: Eastman Kodak Co. 


AD and artist: George Mercier 
Printer & client: Great Lakes Press 


AD: Victor Boero 

Artist: Jack Thurston 

Agency: Charles L. Rumrill 

Client: Rochester Home 
Improvement Association 


AD: Chad Hickey 
Agency: Charles L. Rumrill 
Client: Corning Glass Works 


AD and artist: William Buckett 
Printer: Case-Hoyt Corp. 
Client: Eastman Kodak Co. 


AD: George Mercier 
Artist: Robert Wright 
Printer: Great Lakes Press 
Glient: Timely Clothes 








LNA AWARD WINNERS 
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A group of 36 judges — including lithographic, advertising, 
production and design experts — picked 270 winners in 

the 7th Lithographic Awards Competition. Sponsored by 

the Lithographers National Association, the exhibit opened / 
in Chicago, ran in New York and will visit other leading 
advertising and graphic arts centers. General chairman 

of the judges panel was Chicago designer Bert Ray. The 
judges divided into six working teams, scored the entries in 
45 classifications on the basis of lithographic quality, art 
and design, and functional value. Some of the winners 

are shown here. * 
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Designer: Jerome Gould 

Client: American Association for 
Jewish Education 

Lithographer: Herbert Hertz Co., 
Los Angeles 


AD: Richard Jones 

Photographer: Rolf Tietgens 

Agency: William Douglas MacAdams 

Client: Chas. Pfizer & Co. 

Lithographer: Parish Press Inc., 
New York 


Photographer: Irving Elkin 

Client: CBS Radio 

Lithographer: Crafton Graphic Co., 
New York 


AD: Ray Dennis 

Artist: Henry Joseph Sweeney 

Client: Kimberly-Clark Corp. 

Lithographer: The E. F. Schmidt Co., 
Milwaukee 


AD: Andrew Schmidth 

Artist: John Milligan 

Client: Merck, Sharp & Dohme 
Lithographer: Niagara Lithograph Co. 


ADs: Eugen Payor, Monroe K. Adamson 

Client: Calvert Distillers Co. 

Lithographer: Consolidated Litho- 
graphing Corp., NYC 


AD: Addison Bickford 

Art: Charles E. Cooper Studio 

Agency: Kenyon & Eckhardt 

Client: The Pepsi-Cola Co. 

Lithographer: Eastern Colortype Corp., 
NYC 

Art:Irving Miller 

Client: Burlington Hosiery Co. 

Lithographer: Kaumagraph Co., 
Wilmington, Del. 


AD: J. P. McCormack 

Photography: Paramount Studios 

Client: Mercury Records 

Lithographer: Photopress Inc., 
Broadview, Ill. 


AD: John Steinke (Frank Bercker 
Studios) 

Art: Bob Schumlenberg (Frank Bercker 
Studios) 

Agency: Keck Advertising 

Client: Verrall Moe Electronics Inc. 

Lithographer: Delzer-Marlowe Co., 
Waukesha, Wis. 


Art: Earl Oliver Hurst 

Client: Doubleday & Co. Inc. 

Lithographer: Consolidated Litho- 
graphing Corp., NYC 


ADs: DeForest Sackett, Robert D. 
Tucker 

Art: Albert John Pucci 

Client: Abbott Laboratories 
International 

Lithographer: Runkle-Thompson- 
Kovats, Chicago 














in 
Philadelphia 


Graphic designer 
Tomoko Kawakami 
Miho has joined 
Mel Richman Inc. The wife of James 
Miho who is AD at N. W. Ayer & Son, 
she has been active in package and 
industrial design as a free lancer. She 
is an industrial design graduate of the 
Art Center School, Los Angeles, and 
also studied advertising at the Minne- 
apolis School of Art. She has contrib- 
uted designs for glass to Libby Owens, 
and package sketches for Emerson, John- 
son and Mackay, among others. 


Tomoko Miho 
at Mel Richman 


Cartoonist Godwin 
exhibits in Lambertville 


The June exhibit at Lambertville House, 
New Jersey, will show Frank Godwin’s 
“Rusty Riley” cartoon strip art and 
preparation. Special lighting has been 
installed in the cocktail lounge especi- 
ally for the exhibits which together with 
the Dining Room Gallery, will continue 
through the year. The Dining Room 
Gallery has been booked a year ahead. 
Cockta‘l lounge will have exhibits on 
illustrations, cartoons, prints, color and 
pen and ink sketches, portraits and pho- 
tographs. Professional salon photography 
will be shown in July. 

Godwin, who lives in New Hope, Pa., 
began his career as an artist because of 
his lack of talent as an actor. Fellow 
actor Sir Guy Standing advised the 
young Godwin to give up the stage for 
art. Godwin came to New York, learned 
a lot from associates George Bellows 
and fashion artist Ted Ireland. Now, 
50 years later, he still sketches in his 
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studio but relaxes in a machine shop 
where he makes cameras. 


Philadelphia Museum 
buys two Magnascos 


Two oil paintings by the 18th century 
Genoese painter, Alessandro Magnasco, 
have been acquired by the Philadelphia 
Museum of Art through the Jay Cooke 
Fund. The paintings, forming a pair, 
are Contrition of Franciscan Monks and 
a Sermon to Jesuit Novices. Henry Clif- 
ford, the museum's curator of paintings, 
reports both pieces are of exceptional 
quality and done in the painter's best 
period. The first shows thin, elongated 
bodies in an angular design typical of 
the artist’s nervous technique. The sec- 
ond painting, although similar, is qui- 
eter in conception. 


Young designers exhibit 
at Museum school party 


Young Designers 1957, a preview of the 
annual comprehensive showing of stu- 
dent work, was on exhibit at the Spring 
Scholarship Party held at the Philadel- 
phia Museum School of Art. Guests of 
honor included Governor George M. 
Leader, Senators Edward Martin and 
Joseph S. Clark, and Mayor Richardson 
Dilworth. 

Also honored were Victor D’Amico, 
Walker Evans, Robert Fawcett, Antonio 
Frasconi, William Golden, Melanie Ka- 
hane, Tammis Keefe, Cipe Pineles, Wal- 
ter Dorwin Teague and Sydney Wragge. 


AD Wickas to 
Petrik & Stephenson 


Frank Wickas has been named art di- 
rector at Petrik and Stephenson, Phila- 
delphia. 


Philadelphia clips 


Proctor electric equipment div. account 
to Robert S. Kampmann, Jr... . George 
D. Coleman, new director of regional 
sales for Triangle Stations, Philadelphia, 
came from Scranton and job as general 
manager of WGBI-AM-TV . . . This 
Week’s Magazine’s new advertising sales 
office here in the Barclay Hotel has 
Edwin P. Clark as manager. He was a 
member of the New York sales staff. . . 


Mackes & Taylor of Allentown have the 
ad and pr account of Associated Per- 
sonnel Systems, a national network of 
individual personnel agencies . . . Mag- 
nus Hendell has been appointed director 
of advertising of Bayuk Cigars. His 
office will be in the main Bayuk plant 
here. Hendell was formerly vp and ac- 
count executive of Modern Merchandis- 
ing Bureau . . . Alan G. Caterson, new 
supervisor of commercial applications 
and sales promotions for Rem-Cru 
Titanium of Midland, Pa., moved up 
from sales dept. ... . Ranulph Bye, art 
instructor at the Moore Institute of 
Philadelphia, was guest speaker at the 
Lambertville House following a film 
showing watercolor painting methods, 
and featuring his work . . . Mel Rich- 
man Inc. has appointed William Becker 
public relations director. He’s a former 
UP staff correspondent . . . Recent ex- 
hibitors at the Philadelphia Art Alliance 
included Filomena Dellaripa, Tamayo, 
and Alex Redein ... Bradford K. Cross 
is now an account executive of The 
Eldridge Co. He left Lavenson Bureau 
of Advertising where he was account 
executive supervisor . . . Al Paul Lefton 
Co. has the RCA international division, 
technical products account . . . Geare- 
Marston, subsidiary of Ruthrauff & 
Ryan, has the American Cyanamid sur- 
gical products division account . . . 
Robert S. Kampmann, Jr. has the Penn 
Mutual Tire Insurance account. 


Art Alliance elects 
Raphael Sabatini 


Raphael Sabatini, sculptor and painter, 
has been elected to the Philadelphia Art 
Alliance board. He has been named 
acting chairman of the arts and pro- 
gram committee while Henry C. Pitz 
is on leave of absence from the chair- 
manship. Eight directors were re-elected 
to the board at the 42nd annual meet- 
ing. They are William ‘Rex Crawford, 
Laurence H. Eldredge, Henri Marceau, 
James Kirk Merrick, Henry C. Pitz, 
G. Allen Smith, William R. Talbot and 
Theo B. White. 

Now through August 13 the Phila- 
delphia Water Color Club Exhibition 
will be on view at the Philadelphia 
Art Alliance. Watercolors and prints by 
10 artists are featured. Also on exhibit 
at the Art Alliance is the Art on Stamps 
show, now through September 24. 


THE LOST TALENT 
By Edwin H. White, Art Director 
The Atlantic Refining Co., Philadelphia 


Many art directors in their search for 
success and in their zeal to achieve a 
better end product have lost contact 
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FOR ADVERTISING ACTION ABOVE AND BEYOND... 
George Faraghan Studios add five more decorations! 

One Distinctive Merit Award at the New York Art Director's 
Show ... four Distinguished Awards at the Philadelphia Art 
Director's Show. The campaign above shows the winning 
strategy: use daring, dramatic photography to smash through 
reader resistance and reinforce the advertiser's sales 
message. For art-winning awards and attention-winning 
photography, begin your next war of words at Faraghan! 


PHOTOGRAPHY 


Represented by William A. Moore — Nancy Kelly 





client lederie ¢ geare Marston agency 


GEORGE FARAGHAN STUDIO 


4-5712 > Ri 6-3116 





SIX AND ONE-HALF SOUTH TWENTIETH STREET ° PHILADELPHIA 3, PA 
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Art 
with 

a 

new 
flavor! 

















client National Dairy 
agency N. W. Ayer 
art director Chuck Ax, Dick Rucker 
artist ALFA associates 


For design, art and photography 
with that new flavor... 


Phone WAlnut 2-3690 


ASSOCIATES 


810 CLINTON &T., PHILADELPHIA 7. PA. 








with talent in the rough. It is to the 
art director’s shame that all too often 
the squeaking wheel gets the attention 
by drowning out the soft playing violin. 
In short, many art directors buy per- 
sonalities and not art work. 


In the creative world there are liter- 
ally hundreds, perhaps thousands of 
budding talents that are dying, crushed 
under the aggressive heels of less tal- 
ented but pushy people who have edged 
their way to the cash register of success. 
The art director should retrace his steps 
from time to time to take stock of his 
hopped up pace and observe what is 
taking place about him, most keenly. 


Has the art director forgotten that 
talent nestles in strange and varied 
places? It could be that the loud spoken 
self assured man on his left could be 
loaded with it or the shy young man 
on his right could contain the same 
ingredients. Their relative abilities to 
sell such a product are assuredly out 
of step with each other but both talents 
should be harnessed if he wants to 
attain the best art available. A smart 
art director observes the open door 
policy to all talent. 


Let’s acknowledge that we art direc- 
tors are very busy people indeed. But 
let’s also acknowledge that working like 
automatons to fill in short schedules can 
also cause to commit creative suicide. 
In our quest for better art at an ever 
quickening pace there is one friend and 
enemy who's acquaintance we should 
remake from time to time. He sits some- 
times quietly, sometimes noisily at our 
sides. He’s our telephone. 

I'd be willing to wager that more 
excellent talent has been turned away 
through this verbose but blind commu- 
nicator than by any other medium. 
And while it is true that we can not 
have an unlimited parade of talent 
beating its way to our door at any 
time of day or night a simple bit of 
scheduling of personal interviews at 
very frequent intervals is the least the 
art director can do to keep himself 
alerted to the talent that abounds 
around him. 

Frankly, personal communication with 
other artists from Philadelphia and its 
environs is the most interesting part of 
the day for me. I never learn so much 
as when fellow artists shake me up by 
pointing out the latest trends, the re- 
vival of old techniques and show me 
what can be done artistically to better 
our promotions. Like many Marco Polos 
they alert my cloistered mind to what 
cleverer art directors and free-lance ar- 
tists are doing. 

Of course the art director can’t take 
as gospel everything that he is told by 








artistic purveyors but the trail the art 
director feels he would like to blaze 
and explore can more readily be trav- 
ersed when plenty of facts are at hand. 
Naturally this also means that criti- 
cism of portfolios that cross the art 
directors’ desk follows any personal in- 
terview. Showing a portfolio and ob- 
serving one is a two way street. The 
man who comes to sell must also come 
to listen, this is a right he is entitled to. 
I recall with amusement today a situa- 
tion that I felt not so kindly toward a 
few years back in my free lance days. 
We had an art director in town who 
had placed himself so high on the rungs 
of the ladder of success that an artist 













“Were / a nightingale, | would 
act the part of a nightingale; 
were / a swan, 

the part of a swan.” 

Epictetus (Circa A.D. 60) 


FREED 
STUDIOS 


ART FOR ADVERTISING 
DESIGN FOR INDUSTRY 






3701 N. Broad St. 
Philadelphia 40 


SAgamore 2-4260 















Philadelphia Art Supply Co. 


Philadelphia’s most complete stock of 
art and drawing materials. 
* Bourges sheets © Craftint 
* Kemart materials * Zipatone 
* all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 
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plying his wares and who had no magic 
key to admit him to the inner sanctum 
of that advertising agency had but one 
recourse to sell his art. The art director 
would allow the free lance artist to 
leave his portfolio on a table on 
Wednesday afternoon and gather it up 
again on Thursday morning. Not a 
note was left to let the artist know if 
the art director liked his work or not, 
certainly no verbal communication was 
made with the artist and as a matter of 
fact the artist never knew if the art 
director ever looked at the portfolio at 
all. The odds are the work was never 
observed. Similar systems I know still 
exist today. 

The art director who discourages tal- 
ent by extended waiting periods even- 
tually gets to see only the most hardy 
and least easily discouraged artists, not 
necessarily the best artists. As a matter 
of fact many good artists figure that if 
art director “A” won’t look at his wares 
art director “B” will. And he acts ac- 
cordingly. 

But the artistic group that we should 
concern ourselves with is the up-and- 
comers who have been knocking on 
doors for one, two or three years. Easy 
discouragement runs rampant through 
this group. 

There is very little doubt in this 
writers mind that the cause of the rise 
of most art services today to the pin- 
nacle they have attained in the past 
few years is directly attributable among 
other reasons to such procedures. The 
advantages of dealing with individual 
artists as opposed to art services or 
dealing with art services as opposed to 
individual artists can be argued loudly 
from both sides. However, most artists 
will agree that if soliciting were easier 
the artist would prefer to be on his 
own. It has taken the silver tongued 
art service salesman to sell the work of 
many a talented artist who couldn’t get 
in to see the disinterested art director. 


To the artist who grows discouraged 
I would suggest that he take a creative 
leaf out of his own book. The free- 
lance artist who contributes so much to 
commercial promotions too often ig- 
nores advertising or promotion in his 
own behalf. For a few dollars a clever 
piece of promotion can be mailed in to 
a busy art director, or left at his desk 
after an interview. Particularly a follow 
up or two would do a real job. Hitting 
once with something new is not enough. 
I always try to convince free-lance artists 
to return again and again. 

Most artists do not realize that he 
would get work if only there was enough 
to give him. A clever art director doesn’t 


(continued on page 97) 


THE TYPE SHOP DOOR 
THAT’S OPEN 


24 HOURS A DAY 
TO SERVE YOU 


THROUGH 


PHILADELPHIA : WAlInut 2-2711 

NEW YORK , MUrray Hill 2-1723 
WILMINGTON ~ OLympia 5-6047 
BALTIMORE ° SAratoga 7-5302 


WASHINGTON ,. EXecutive 3-7444 


With its round-the-clock operation and its mail service out of 
Philadelphia . . . with its offices and city-wide messenger service 
in New York, Wilmington, Baltimore and Washington . . . 
Progressive Composition Company saves typesetting time for 
clients throughout the East, and from as far off as Hawaii! 


But there’s more than speed that keeps these clients sending their 
layouts and copy to Progressive. There’s Progressive’s craftsman- 
ship and quality . . . there’s Progressive’s selection of type faces, 
one of the largest available anywhere . . . and there’s the range of 
Progressive services: Composition by hand, Monotype, Linotype 
and Fotosetter supplied in repro-proof form or as negative or 
positive prints . . . Acetates . .. Typortional Prints . . . Transhado 
. .. Photolettering . . . repro-quality Photostats and Color Stats. 


P.S. TO PRODUCTION MANAGERS: Progressive typography 
can be dovetailed with the electro, Progress plate, plastic plate 
and mat facilities of the other two members of our three-company 
team . . . giving you one-point control at all points of the job, night 
as well as day! Booklet AD-6 describes our complete services. 


PROGRESSIVE cOMPOSITION COMPANY 


Sth & Sansom Streets, Philadeiphia 7, Pa. 


WaAInut 2-2711 








THE PROGRESS « HANSON « PROGRESSIVE GROUP 
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PROGRESS PLATE MAKING COMPANY 
923 Filbert St., Phila. 7, WAlnut 2-0447 


HANSON ELECTROTYPE COMPANY 
Sth & Sansom Sts., Phila. 7, WAlnut 2-5567 


PROGRESSIVE COMPCSITION COMPANY 
9th & Sansom Sts., Phila. 7, WAlnut 2-2711 
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ARTISTS’ MATERIALS 
DRAFTING SUPPLIES 


176 N. Wabash Ave., 
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\ EVEREADY FRISKET 
} Py7, 


Ready frisket that stays down, will not blow} 
up, easily removed, stays tacky indefinitely, 
extremely transparent, leaves no residue. 


Phone SUperior 7-2006-7 - Samples on request 


S$ Artist Materials Inc., 712 North State, Chicago, Ill. 
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New Address 


410 North Michigan Avenue 
Chicago 11 SUperior 7-3122 





Howard Baugher 
new AD at Pershall 


J. R. Pershall Co. has named Howard 
Baugher art director. He was formerly 
assistant art director at Ruthrauff and 
Ryan. 


Y&R ups Sam Fink 


Art supervisor Sam Fink has left the 
New York office of the agency to be- 
come vice president and art department 
head of Young and Rubicam’s Chicago 
office. 


New head 
of the 
graphic 
arts department at Palma-Knapp Asso- 
ciates, River Forest, Ill., is Vic Erick- 
son, center, flanked (left) by Joseph 
Palma, Jr., and (right) J. Gordon 
Knapp. The industrial design firm, 
which has offered product styling and 
development service to national ac- 
counts, has completed the staffing of 
the new graphic arts department. The 
new service provides company identi- 
fication, packaging, and allied advertis- 
ing arts programs. 

Before joining Palma-Knapp, Erick- 
son operated his own Graphic Arts 


Palma-Knapp Associates 
appoint Vic Erickson 


Consultant Service, assisting companies 
in art directing and production. He is 
the founder and first president of the 
Chicago Christian Artists’ Guild. 


Barton G. West 
to R. M. Seeds Co. 


Barton G. West, who was senior art 
director at Needham, Louis & Brorby, 
has changed to Russel M. Seeds Co. 
where he has been named executive 
art director. 


Don Roth to Pershall 


Don Roth, formerly art director at 
Fulton-Morrissey Co. has joined J. R. 
Pershall Co. as art director. 


Chicago photographers 
to meet June 20 


The Chicago Photographic Guild will 
hold a special technical meeting June 
20. A representative of Eastman Kodak 
Company will review color photography 
developments and preview the use of 
color in the future. 


“9 Illustrators” 
readying 10th book 


The “g Illustrators” group of Chicago 
artists are producing what will be their 
10th book in the series of sample port- 
folios they began in 1947. Book 10 will 
be mailed in September. Design com- 
mitteemen supervising the job include 
Elmer Jacobs, Everett McNear and Jos. 
Pearson. Officers of the group are Elmer 
Jacobs, president; James Lentine, sec- 
retary; and John (Red Dot) Howard, 
treasurer. Other members are Raymond 
Craig, Paul Pinson, Steve Skibo and 
Fred Steffen. To date the group has 
mailed over 20,000 brochures of their 




















urrent and experimental work to art 
yuyers in the midwest and other locali- 
ies. Each artist is available directly for 
ommissions. 


Nilliam Chadsey 
o John W. Shaw 


\rt director William L. Chadsey has 
eft Ruthraff & Ryan, Chicago, for John 
NV. Shaw Advertising. 


Richard Martin 
.oins Sidney Clayton 


Richard Martin, who worked with the 
Karl Warren studio in Chicago, has 
joined the art staff of Sidney Clayton 
ind Associates, Chicago advertising 
agency, as a staff layout artist. Martin 
is a graduate of the Art Institute of 
Pittsburgh. 


Bienfang art supplies 
names National Card 


The complete Bienfang line of artist’s 
papers, pads and blocks, and other 
Bienfang items, are now available in 
Chicago through National Card, Mat 
& Board Co., 4318 Carroll Ave. National, 
which also offers Hi-Art illustration 
board and a complete line of Nat Mat 
quality cardboards, has consolidated all 
price lists into one booklet and is fur- 
nishing order blanks to help dealers. 





Four experts Ten lithographers 
judge 3M litho named winners in 
competition the Excellence of 


Lithography Compe- 
tition sponsored by Minnesota Mining 
and Manufacturing Co. were chosen 
by judges (left to right) James L. Chis- 
holm, president of the Production Men's 
Club of Chicago; Walter E. Soderstrom, 
executive vp, National Association of 
‘hoto Lithographers; John Amon, pres- 
ident, Chicago AD Club; and Lowell 
|. Dummer, president, Chicago Crafts- 

an’s Club. Seven of the 10 awards 
‘re given for jobs using large size 
esensitized lithographic plates, and 
ree awards were made for jobs using 
all size plates. Prize winners were 














client: J. Walter Thompson Co. 
for Kraft Foods Company 


client: Montgomery Ward 
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call the Whitaker Guernsey DESIGN GROUP 
need help with a BOOKLET? 444 east Ontario 


Chicago 11, Illinois 
W Hitehall 4-6809 
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Serwice Job on the Way! 


The best etch proofs in the world don’t mean much unless 
they’re delivered on schedule. Service makes that extra effort 
to get proofs to you fast ...rain or shine. An efficient and 
alert shipping department assures you of this speedy delivery 
just as their other departments guarantee the accuracy and 
quality of all type proofs. 

Specify Service on your next job . . . you'll be glad you did 
...and the printed piece or ad will show it. 


“Where typesetting is still an art” 


SERVICE typographers, inc. 


723 South Wells St. Chicago 7, Illinois 
Phone HArrison 7-8560 




















finn Blac Coo vi Irishman, was the greatest 


of civil engineers. He built the Great Wall of China, 

the Rainbow Bridge of Utah, located the correct spot 
and set up the North Pole, and engineered the digging 
of the Grand Canyon of the Colorado. A sub-contractor 
on the Canyon was Paul Bunyan. It was Paul's blue ox 
who did the heavy digging, pulling a plough, followed 
by an Irish work gang who cleaned up the big ditch. 


We have clients in America’s foremost industries and would like more 


3005 FRANKLIN BLVD 


D F KELLER COMPANY ¢ cuHicaco 712, ILLINOIS 





AM | MORTIFIED? 


ted me jack strausberg 


. } 4 4 
Whitehall 4-394 





Curtis Laboratories, and Westlake Print- 
ing, both of Los Angeles; Volkmer 
Litho, Overland Park, Kans.; Sequoia 
Press, Kalamazoo, Mich., two awards; 
Nu Way Printing and Envelope, Port- 
land, Ore.; Litho Arts, Miami, Fla.; 
Henry Offset, Glendale, Calif.; Par 
Printing, Dallas,. Tex.; Printing Plate 
Craftsmen, York, Pa. 

Graphic arts leaders from the New 
York area will judge the next compe- 
tition the first week in July. 


Penson/Tuttle moves 


The design consultant firm of Penson- 
Tuttle, Inc. has moved to expanded 
quarters at 228 N. LaSalle St., Chicago. 
President John Penson announced the 
move was necessitated by the packaging 
and corporate identification activities 
of the firm. The company serves as 
design consultants to the Upjohn Co.; 
Sears, Roebuck & Co., Cooper’s Inc. and 
others. 


Powell and Schoenbrod 
adds Hall Advertising 


Powell and Schoenbrod Advertising, Inc. 
has changed its corporate name to 
Powell, Schoenbrod and Hall Adver- 
tising, Inc. Principals and officers of 
the agency remain the same. Present 
address, 430 N. Michigan Ave., Chicago, 
will be retained. 


Moholy-Nagy auction 
held for design institute 


More than 150 paintings, sculptures, 
photographs and drawings were do- 
nated for the Moholy-Nagy Memorial 
Scholarship Auction held for the Insti- 
tute of Design at Illinois Institute of 
Technology. Proceeds were for student 
scholarships at the design institute. 
Among the works auctioned off were 
a signed Picasso poster, a framed Ma- 
tisse poster from the Shapiro collection, 
sculpture of Bertoia, artist’s proof of a 
LeCorbusier poster, a design by Moholy- 
Nagy, and two prints by Leger. Chicago 
artists who donated their work were 
Cosmo Campoli, Frances Chapin, Misch 
Kohn, Margo Hoff and Leon Golub. 
Sculpture was donated by Ray Fink, 
Harry Bertoia, Bunni Sovetski and Jay 
Doblin, director of the Institute of 
Design. 

A 6% x 814 foot multiple exposure 
of Chicago by Harry Callahan, which 
was used as the symbol of the United 
States in the Biennelle in Venice, was 
among a group of interesting art ob- 
jects offered for sale. Peter Pollack of 
the Art Institute acted as auctioneer. 
Aaron Siskind, assistant professor at the 








We Heard You ; Scream | 


but, which reason was it?... 


Was it that last typesetting bill that “stabbed” you? Was it the bad 
etchproofs or the poor type which took two more days to correct? 
Maybe it was the already “Late-Late” job which was even later 
after the proofs were delivered “way out there.” 


Cet What You want... 
When You want it! 
ll 


LINOTYPE 
LUDLOW 
FOUNDRY 
MONOTYPE 


One, or all, of these things happen to Art Direc- 
tors at one time or another. If you’re having more 
than your share of these catastrophes, then it’s 
about time to think of a new source. Write or 


phone today for free specimen book. 


leader 


FILMOTYPE 
BROACHING 
MAKE-UP 
REPRO-PROOFS 
MARK-UP SERVICE 
PHOTOSTATS 


HOllycourt 5-8988 


LEADER | TYPESETTING COMPANY 


1236 Sherman Avenue 
Evanston, Illinois 





design institute, acted as assistant auc- 
tioneer. 

The auction and scholarship fund 
were established in honor of the late 
Lazlo Moholy-Nagy, noted designer- 
educator. He founded the Institute of 
Design in 1937, as a successor to the 
Bauhaus, famed pre-World War II Ger- 
man school of design. Students of the 
design institute sponsor the auction. 


S. Illinois University 
adds new art course 


A new two-year professional course in 
commercial art has been added to the 
curriculum of the Vocational Technical 
Institute of Southern Illinois Univer- 
sity. Further information is available 
from Office of the Dean, Vocational 
Technical Institute, Southern Illinois 
University, Carbondale, Ill. 


Institute of Design 
offers summer art classes 


Graduate and undergraduate students 
are offered eight art education classes 
to be held during the Institute of De- 
sign’s summer session at the Illinois 
Institute of Technology, June 24-Aug. 
16. Graduate courses will lead to a 
M.Sc. degree in art education. Further 
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information is obtainable from John 
Waddell, head of art education at the 
institute, 3360 S. State St., Chicago. 


Chicago clips 

27 Designers Group added new mem- 
bers Franz Altschuler, Larry Klein, Elsa 
Kula, Bud Mabrey, Norm Perman and 
Herb Pinzke .. . STA’s new members 
include Pauline Bielski, with Arthur E. 
Wilk Advertising; Edward Bornoski, 
package designer at Container Corp.; 
Ted Carr, free lancing in design illus- 
tration, repped by Promotional Arts 
Inc.; Harold L. Davis, production mgr. 
at Pit & Quarry Publications; Mary Ann 
Dorr, artist with Bert Ray Studio; 
Lawrence F. Frykholm, designer for 
Adcraft Studio; Herbert Levine, with 
S. F. Anderson Studios; Lynn Martin, 
designer st at Institute of Chicago; 
Charles W. Moser, free-lancing in 
graphic design; Lincoln W. Mott, de- 
signer with Burton Browne; Vitauts 
Simanis, assistant AD at Consolidated 
International Equipment & Supply; Les- 
lie Stewart, designer and AD at Hart 
Schaffner and Marx; Harold H. Strauss, 
packaging and graphic specialist for 
Dave Chapman ... John E. Von Dorn, 
freelance AD-designer; Don Walkoe, 
free-lance artists; Henry Wenclawski, 
free-lancing in design and illustration; 
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and Douglas Youngquist, layout man 
at Allan Marin Associates .. . 

Photographs by Le Roy Winbush, 
director of Winbush Associates, were 
on view at Riccardo’s Restaurant Gal- 
lery last month. They were of the In- 
ternational Design Conference in Aspen 
... ADs Jack Dawson of Leo Burnett 
and Dave Wylie of Young and Rubicam 
addressed recent meeting of the Chicago 
Photographic Guild . . . Wesley Bow- 
man acted as panel chairman .. . Ber- 
nard Brussel-Smith, consultant AD at 
Noyes and Sproul, discussed ways in 
which wood engravings are used in ad 
and editorial art—this before recent 
meeting of Society of Typographic Ar- 
tists... Ralph Eckerstrom headed STA 
committee which prepared program for 
the Fifth Annual Allerton Conference, 
co-sponsored by STA and the University 
of Illinois . .. Arnold Varga, Pittsburgh 
designer and AD, had an exhibition of 
his work at the Normandy House gal- 
ery... 

Lettering Inc. appointed Just Hallen 
to their sales staff in Chicago. He was 
formerly midwest rep . . . George D. 
Culler, director of museum education 
at the Art Institute of Chicago, spoke 
on Creating an Informed Public for the 
Arts, at request STA meeting. Larry 
Klein was luncheon chairman. + 








on the 
West Coast 


Usual procedure 
was reversed by 
illustrator Fritz 
Willis when after creating a higher 
fashion piece for Trim Bread, Dan B. 
Miner agency of Los Angeles decided 
as a promotion project, to find a real 
model of his illustration to become “Miss 
Trim.” Midge Ware was selected by 
both agency and client to bring the 
illustration to life. AD Fred Kaplan 
directed the campaign. Above, Fritz 
Willis, left, and AD Kaplan, flank Miss 
Trim. 


First, illustration— 
second, the model 


Art director becomes 
sales director 


AD Roy Wilson at Elgin Davis Studios 
has become Account Director of Sales. 
His new post continues his art direc- 
tional responsibilities, but adds direct 
contact with clients and agencies. Wil- 
son has been in west coast advertising 
for over 20 years, serving in a creative 
capacity in contact work and in man- 
agement. 


Morris Schreibman 


Los Angeles AD club member Morris 
Schreibman, for many years associated 
with Cinema Arts Studio, died recently 
of a heart attack which followed a short 
illness. He is survived by his wife and 
two children. The Art Directors Club, 
in his memory, sent a donation to the 
Heart Fund. 


Mixer drink design This new package 


aimed at women = design for Capri, 
a new drink by 


the makers of Bireley’s, a subsidiary of 
General Foods, is aimed at the female 
consumer. Jerome Gould, of Gould and 
Associates, Beverly Hills design studio, 
created the design using a light, airy, 
festive motif, to suggest party fun. Con- 
fetti-like linear pattern and rhythmic 
lettering in pink, green and white were 
used. Container, bottle and crown all 
have unity. Test marketing results were 
favorable. The Capri package received 
a design award during recent Package 
Designers Council national exhibition 
in New York. 


Midwifery— 

AD’s assignment 

The birth of six babies—chicks—was pre- 
sided over recently by art director Cliff 
Graham and photographer, Pete Peter- 
son, both of the Elgin Davis Studios in 
Los Angeles. An assignment for the 
McCarty Company client, American 
Potash and Chemical Co., required the 
showing of a ceramic chicken and a real 
hatched chick in a visual double play. 
Graham and Peterson used six incu- 
bator eggs, kept them warm with photo 
floods, and waited. Peterson clicked his 
camera as the babies emerged from 
their shells—successfully completing the 
assignment. No news on fate of the six 
baby chicks. Peterson, at last report, re- 
cuperating in Hawaii. 
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Principle _ingredi- 
ent of a series of 
ads created by de- 
signer Sylvester Brown for Impressions, 
Inc., Los Angeles trade printers, is un- 
usualness. Each of the page ads running 
in a western publication carries a dif- 
ferent message, a different conception. 
They are 2-color, and the headlines are 


Unusual design 
in printer ads 





package designing 


J. CHRIS SMITH design associates 


* 8285 sunset + los angeles * HO 4-8195 











A complete advertising art studio 














related to the art—these are the only 
recognizable campaign pegs, except of 
course for the ads’ consistently striking 
design. Impressions, Inc. gave Brown a 
free hand—no demands or suggestions 
were made. Brown’s aim is to arrest the 
reader’s attention and hold it long 
enough to communicate a message. Cli- 
ent reports an accelerated rate of in- 
quiries and new business. 


Menu design used 
for business cards 


The menu design created by Norman 
Price, art director and vice president of 
Elgin Davis Studio, for California’s Res- 
taurant La Rue is serving as an integrat- 
ing factor in the restaurant's public 
relations: The design was successfully 
used for Christmas cards. Business cards 
now carry out the original menu design 
which featured blind embossing with 
thermograph gold. 


Willard Cox 
gets Frisco rep 


Noted San Francisco illustrator Willard 
Cox, formerly partner of Logan, Cox 
& Carey, is now represented by Dick 
Danner, San Francisco artists’ repre- 
sentative. 


Lettering, Inc. appoints 
San Francisco manager 


Gene Barnes, for the past 12 years sales 
representative for Lettering Inc. in Chi- 
cago, has been named vice president and 
general manager of the company’s pro- 
posed new unit in San Francisco. He is 
at present organizing the new branch. 


your “deadlines” closing in ? 


1140 Crenshaw Blvd., Los Angeles 19. 


call VISUAL AD 
a complete art service 
at your command. 


Our Specialty? 

Creative layout, design 
and illustration. 
Responsible coordination, 
production and retouching. 


Ask us to show you 
our portfolio, call 


: F | 
| WE 6-5278 or WE 6-5279 xX 
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rotesque No.d 


IT’S NEW ...A completely new, modern type family in three 
weights—light, medium, bold. Here's your opportunity to join 


BBDO LA office 
gets Western Airlines 


Scope of the Western Airlines account 
is being broadened with Batten, Barton, 
Durstine & Osborn’s Los Angeles office 
taking over from Buchanan & Co. who 
handled Western for the past 10 years. 
Arthur S. Kelly, sales vp for client, said 
Western, because of its rapid increase 
in traffic in 12 western states, Canada 
and Mexico, needed agency with wider 
representation in the west. 


W. Coast clips 


Phil Dexheimer now account executive 
with Raymond R. Morgan Co. in Holly- 
wood. From president and general man- 
ager of KFXM in San Bernardino... 
Peter D, Kelly new ad manager for 
Fuller’s glass and building products, 
San Francisco. Formerly ad mgr. for 
Triview Metal Product div., W. P. 
Fuller & Co., Covina, Calif. * 


today's typographic parade with the newest printer's gothic— 
Los Angeles Type Founders’ Grotesque No. 5 


Light (126) from 8 to 48 point—italics 8-10-12 point 
Medium (215) from 8 to 72 point—jitalics 8-10-12 point 
Bold (216) from 8 to 72 point—ano italics 


Cast in hard foundry metal to L.A. Type’s rigid standards. Prices 
and specimen sheets available. Lead the parade! 


Write now 
for showings 


L.A. TYPE 


225 E. Pico Bivd. 
Los Angeles 15, Calif. 

















SELL YOURSELF LOCALLY... 


Place an ad in 
Art Direction’s 
local news pages 
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PRODUCT ILLUSTRATION 


BACKED BY A COMPLETE ART SERVICE 
layout to complete job. Quick service 
Fast Airmail service on out-of-town orders 


WM, MILLER ADVERTISING PRODUCTION 
672 S$. Lafayette Park Pi. Los Angeles 57, DU 54051 
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REAL TYPOGRAPHERS, 








commercials reviewed . .. 
new techniques reported... 
AD’s problems with TV 
film commercials... 

to be analyzed monthly 


in new 


TV 
ROUNDTABLE 


by Ralph Porter 


Prospectus 


Film production related to advertising 
is, more often than not, a source of 
constant fear to the AD, to copy, et al. 
This is mainly because the advertising 
craftsman does not formulate his ideas 
towards film as comfortably as he does 
towards his own specialty. 

On set he finds little rapport with film 
technicians, he is diverted by the me- 
chanics of editing, he is confused by 
schedules, costs, even the inside lan- 
guage of film-making. In many cases the 
contracted producer is forced to articu- 
late a spot conceived originally by 
agency personnel. 

There has long been a need for a 
literary roundtable of TV films. This 
column will attempt to fill that need by 
revealing the inner world of commercial 
motion pictures; by discussing spots 
which have appeared on TV emphasiz- 
ing production methods and experimen- 
tal concepts; by making known innova- 
tions in the ever-developing TV film 
pattern; and by recording the vital 
thinking of established producers, direc- 
tors, and other film personalities, on 
specific subjects of immediate interest 
to the non-film creator in advertising. 

What goes on during the planning 
stages of a film program and how closely 
is the original idea followed? Why are 
changes made during shooting that up- 
set schedules and force delays? Why does 
the answer print emerge to displease 
either client or account executive, either 
copy chief or AD? 

The answers to these questions are 
vital to the non-film staff, who, more 
and more, find their ideas channelled 
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For Artists’ -Needs 


STORES CONVENIENTLY 
3 LOCATED to serve you 

quickly and efficiently. 

FAIR PRICES SINCE 1868 


DISTRIBUTORS of all famous 
brands including 
ARTYPE *« BOURGES « COLOR-AID 
GRUMBACHER * KRYLON * STRATHMORE 
WINDSOR & NEWTON © ZIP-A-TONE 
IN NEW YORK 
E H & A. C. FRIEDRICHS CO 
© 37 EAST 28th STREET 
LExington 2-0300 
e 40 EAST 43rd STREET 
MUrray Hill 2-2820 
© 140 WEST 57th STREET 
Circle 7-6607 
IN PHILADELPHIA 
HENRY H. TAWS, INC 
e@ 1527 WALNUT STREET 
Rittenhouse 6-8742 


PHONE FOR PROMPT SERVICE 
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TV roundtable 





(continued) 


for TV films. As a prelude to these 
discussions, let’s itemize the component 
parts of commercial film operations. 


Pre-production 


The following glossary of personnel is 
based upon complex production. As the 
complexities diminish so, too, is the staff 
of film technicians reduced: 

Executive producer: A business man and 
astute film planner and budgeter. 
Producer: An experienced film diplomat 
and planner. A production wizard who 
can convey confidence and taste to client 
and agency. 

Director: A creative motion picture es- 
thetic, who has a studied as well as in- 
stinctive and organized grasp of the vis- 
ual arts, of styles of acting techniques, 
of editorial effect, of playwrighting con- 
struction, of music. He must have the 
rhythmical ability to fuse all of these 
elements into a motion picture synthesis 
of visual, aural, and emotional effect. 
Production Manager: An efficiency expert 
who can, at the drop of a hat, pull out 
talent, crews, equipment, schedules, and 
all necessary ingredients for production. 
Assistant Director: Concerned mainly 
with the shooting phase of production. 
A humble liason between planning and 
doing. He is the practical antenna of 
producer, director and production man- 
ager. 

Unit Manager: The advance man of a 
location filming unit. 


Script Clerk: Univac, electric eye, and 
girl Friday all rolled into one. Her 
knowledge of editing helps her pick out 
errors during shooting. She is the direc- 
tor’s watchdog, the editor’s seeing eye, 
the cameraman’s check-off system. 
Production Asst.: A serious student of 
motion pictures who must do everything 
for everyone at any time of day or night. 
Film Secretary: An office organizer who 
knows everything from the cost of raw 
stock to where to find Ernest Heming- 
way. 
Research Writer: A literary detective with 
an uncanny sense of weeding out the 
pertinent from the mere informative. 
Writer Shooting Script: A creative, imag- 
inative writing craftsman who has ab- 
sorbed the motion picture machinery 
sufficiently to collaborate with the direc- 
tor and editor. 
Dialogue Writer: As creative and imag- 
inative as the writer; one who is particu- 
larly adept at recording listenable talk 
(continued on page 95) 
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COLOR FILM PROCESSING 


© COLOR PRINTS 
Repro Dye 
Dye Transfer 
Type C 
Printon 


kurshan & lang 


NEW HORIZONS 


oe just published 
COLO FF 
DAT A 
HANDBOOK 


Complete information on HOW — WHEN — WHERE to use various 
color techniques. 16 Pages listing prices, 
cms schedules and other vital - and information! 


IF YOUN WORK WITH cOLOR.. WORK wit KURSHAN & LANG 


ne these paar color nie aal performed by 
expert technicians in our own plant: 


FLEXICHROME 
DUPLICATE TRANSPARENCIES 


SLIDES — FILMSTRIPS 
Copying Art Work 


COLOR ASSEMBLIES 


Write today for your FREE Color Data Handbook! 


AZ CUSTOM COLOR LABORATORIES inc 
BP <oior. 10 E. 46 St.,N. Y. 17, Dept. A6 MU 7-2595 





As surely as you go to the telephone 
directory to find a number or go to the 
library to find a book, graphic 
designers go to the Bettmann Archive 
to find a specific historical illustration. 
If a picture were drawn on a cave... 
photographed during the Civil War... 
printed on a circus poster... most 
likely it will be in the Bettmann file, 
carefully indexed for quick selection. 
This unique collection of a million 
prints is set up specifically to help art 
directors who wish to use distinctive 
historic prints in creating outstanding 
modern designs. Illustrations are 
available on 30 days’ approval. 


BETTMANN we & E. 57TH, NEW YORK 22. PL. 8-0362 





OWN vr OWN 
copy eof RUSH 
monthly handbook of ad production news 


$1.50 a year, for 12 news-packed issues 
Send your subscription to: 





43 E. 49h S., N. Y.. 17 The Production Company 
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FOR 
TYPE . 
SUPREME... 





“.. .*highest in degree, quality, etc., 
not exceeded by any other.. .” 
— Merriam Webster 


SUPREME AD SERVICE, INC. 
228 East 45th St., New York 17 
MU 7-0651-0652-0653 





trade talk 


ART DIRECTORS BALTIMORE: Woody 
Ensor 


now AD for 
the H. B. Davis Co., Baltimore paint manu- 
facturers . ... Milton Knauff. 4A Studios, did 
a half hour TV show recently on WBAC-TV 
for the Department of Education. He discussed 
commercial art. Program was aimed at 7000 
junior and senior high school students... . 
CLEVELAND: At Griswold-Eshelman, Clayton 
Kenney upped to vice-president and crea- 
tive director . . . Marlin Bush from Beaumont 
& Homan to Meldrum & Fewsmith ... Al 
Kiefer and Al Jenkins have been moved by 
FSR to the new Pittsburgh offices at 211 
Oliver St. . . . DETROIT: Claude M. (Maury) 
Stafford named AD at Posters Inc. Had been 
with Ferd Prucher Studios . .. LOS ANGELES: 
Lou Danziger is taking in the Milan Fair, can 
be reached until July 1 at Via Ruggero D 
Lauria 5, Milano, Italy . . .MINNEAPOLIS: 
Ernest W. Turner named creative director 
at Campbell-Mithun Inc. Art supervisor E. 
Williams Burke takes over the executive art 
directorship vacated by Turner. Arthur Lund 
directs the TV department. Cleo Hovel be- 
comes TV AD. C-M, incidentally, is largest 
agency west of Chicago .. . NEW YORK: 
Dean Earl now art editing Communicator, 
monthly labor and community relations maga- 
zine for top management. Dean has also 


been commissioned to art direct the Inter- 
national Aviation Show scheduled for the 
coliseum next year . . . Malcolm Tashian 
named VP at Foote, Cone & Belding .. . 
Wallace F. Hainline has resigned as AD for 
House Beautiful. Warren Stokes, formerly 
with Woman's Home Companion, takes his 
place . . . William Hermes named associate 
AD and Clyde Risely assistant AD at Peck 
Advertising . . . Al Catalano, McCall's pro- 
motion AD, and assistant publisher George 
H. Allen received award from Outdoor Ad- 
vertising Association for excellent use of local 
outdoor advertising . . . Charles Coltera from 
head of art traffic to general manager of the 
art department, Cunningham & Walsh ... 
Wallace Pfeifer, former sales promotion artist 
with New York News Syndicate, now an AD 
at Grey Advertising . . . Everett Hencke. 
director of art, Anderson & Cairns, featured 
in recent agency,ad in series telling ad world 
about agency's personnel and talent .. . 
Bob Hall to Burdick, Beck, & Fitzsimmons Inc. 
as AD ... Albert Behar now ADing at Roy 
S. Durstine, was promotional AD at Crowell- 
Collier . . . Marce Mayhew from Calkins & 
Holden to Reach, McClinton & Co... . Edward 
J. Bravo named AD at MacManus, John & 
Adams... Bruce W. Barnes to Carl S. Brown 
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Co. as associate AD ... Henry J. Payne 
made a VP at BBD&O . . . PALM BEACH: 
Kenneth Stuart. Art Editor of The Saturday 
Evening Post and artist Thornton Utz were 
recent guests of Palm Beach artist Alajalov 
. .. PHILADELPHIA: Frank Wickas, formerly 
with Arndt, Preston, Chapin, Lamb & Keen 
now AD with Petrik & Stephenson . . . RICH- 
MOND: Kenneth Lee McCray added to art 
department at Lindsey & Co. ... two new 
ADs added by Guild, Bascom & Bonfigli: 
William Nellor, formerly with Botsford, Con- 
stantine & Gardner, and Alan Lefkort. for- 
merly with Cleveland office of McCann- 
Erickson . . . WASHINGTON, D. C.: Evelyn 
Sanford now AD at Ewin-Todd Studio... 
Tom Murphy now freelancing . . . Carl Beyer 
from AD at Azrael Advertising in Baltimore 
now Assistant AD of Capital Airlines . . . 
Gene Felton has moved his studio to 1700 
Eye Street, N.W.... 


ART & DESIGN “ATLANTA: Three sem- 


inars were given in 
April at the Atlanta Art Institute by Clarence 
Carter, covering art and industry. In May, 
Joe Cox, winner of the Painting of the Year 
award gave special design seminars at the 
Institute . . . CHICAGO: new STA members 


include Pauline Bielski, Edward Bornoski, 
Ted Carr, Harold L. Davis, Mary Ann Dorr, 
Lawrence F. Frykholm, Herbert Levene, Lynn 
Martin, Charles W. Moser. Lincoln W. Mott. 
Vitauts Simanis., Leslie Stewart. Harold H. 
Strauss, John C. Sullivan, John E. Van Dorn, 
Don Walkoe, Henry Wenclawski, Douglas 
Youngquist . . . CLEVELAND: Portfolio, ar- 
tists and designers for advertising, won an 
“Excellence Award” from the Ohio Screen 
Process Industry for the design and prepara- 
tion of art for a screen processed mailing 
piece: designers were Herman Newhauser 
and Melvin Nickerson . . . Pat Budway. illus- 
trator, to William Meese Advertising Art Co., 
from Advance Art. That makes a staff of 
seven for Bill Meese. now celebrating studio's 
3rd anniversary . . . new studio, Allegro Art 
Inc., is in Cuyahoga Savings Building. Staff 
is Tony Dennison, formerly of Lou Federman 
and Associates, illustration; Louis Rys, for- 
merly of Erie Engraving, layout; Tony 
Smeraldi, formerly of Federman’s, on me- 
chanical illustration. Vince Lake, formerly 
with Montgomery, Fessenmeyer and Ward, 
will be repping for the studio . . . Art Merkle. 
formerly AD at FSR, now with Pitt Studios... 
KANSAS CITY: Robert Sokoloff, Potts-Wood- 
bury AD, won the Earl Gross Award for out- 
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standing Kansas City ad art. Trophy, do- 
nated by Stevens-Gross Studios of Chicago, 
was designed by Julius Schmidt. chairman 
of the sculpture department at Kansas City 
Art Institute and School of Design . . . LANG- 
HORNE, PENNA.: Frank Ceglia. formerly 
with the art staff of designer Harry Zelenko, 
won lst prize for his watercolor, “Fishermen 
Setting Out’, in the 11th Annual Langhorne 
Art Exhibition . . . LOS ANGELES: illustrator 
Al Brule (Elgin Davis Studios) recently re- 
turned from New York where he did 12 pix 
for Esquire Pin-Up Calendar, for the fourth 
year in a row. He couldn't find gals with the 
proportions, appearance and willingness to 
pose in all of Southern California, hence his 
trip East . . . teachers attending anuual con- 
vention of National Educator’s Association 
in L.A. recently visited Carson/Roberts Inc. 
where they conducted a conference on art 
in advertising . . . MERIDEN, NEW HAMP- 
SHIRE: Guido Rosa, who closed his studio 
following the death of his brother Lawrence, 
is once again designing special alphabets 
and types. Photo-Lettering Inc. has just 
launched his latest, Rosa Royal, in Roman 
and Italic and in four weights ... NEW YORK: 
designer Bob Gill now in Europe, left U.S. 
May 25, due back early Fall. You can say 
hello via American Express Agency .. . 
sample illustration booklet being distributed 
by Wm. T. Lent, 122 E. 42nd St. . . . Fred J. 
Brauer Inc., ad and industrial designers, 
from 125 E. 57 to 245 E. 60th St., N. Y. 22, 
phone TE 8-0906 . . . campaign for Truval 
shirts features such words as “exciting”, 
“bold”, “creative” and illustrations of men 
who fit the words by Al Heiman. AD was 
Stuart Greene . . . Steven Bender, former 
studio manager, upped to VP at Monogram 
Art Studio . . . hard cover house J. B. Lippin- 
cott and paperback publisher Avon Publica- 
tions collaborated on a tribute reception for 
writers Frances and Richard Lockridge. 
original artwork from many covers of their 
books was displayed . . . Jerry Robinson. 
instructor in cartooning at The School of 
Visual Arts, won a silver plaque presented 
by National Cartoonists Society. NCS award- 
ed the coveted “Reuben” to editorial car- 
toonist Herbert L. Block as “Cartoonist of the 
Year’” . wildlife painting by Les Kouba 
has been reproduced 14 x 17 as an example 
of reproduction quality obtainable from “3M” 
brand photo offset plates. Suitable for fram- 
ing, from Minnesota Mining & Mfg. Co. Dept. 
M7-130, St. Paul .. . Art Department Inc. now 
at 342 Madison Ave., YUkon 66050... 
Alfred Islan. formerly with the Magazine Pho- 
toengraving Division of McCall Corp., now 
representing Regal Photoengraving & for off- 
set service, Colorcraft Inc. N. Y. phone is WO 
2-7460 . . . illustrator Harry T. Fisk has com- 
pleted two years research for a pictorial his- 
tory of the U.S. Frigate Constellation. His 
studies and preliminary paintings were ex- 
hibited recently at the School of Visual Arts 

. Sales Design has been formed by Fred 
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trade talk 


Richman at 25 E. 73rd St. It stresses planning 
of permanent-type merchandising structures, 
aims to help agencies move into sales promo- 
tion servicing . . . George Samerjan guest- 
lectured at the University of Michigan Con- 
ference on “From Idea. . . to Reality’. Con- 
ference theme is “The Creative Process”... 
artist and critic Jay Jacobs, writing in the 
May 2 The Reporter on “The Fetish and the 
Water Buffalo” explains how much primitive 
art was conceived as mystery .. . Guy Tam- 
buro Studios 2 W. 46 is now Guy Tamburo 
Studios Inc. . . . Charles Blas, Jr., formerly 
with Paul Sherry Studio is now free-lancing 
and can be reached at LE 5-2934. He special- 
izes in mechanicals . . . Chuck Gruen, Inc. 
now at 225 E. 48th St., PL 3-2976. Chuck was 
former Neiman-Marcus and Lester Harrison 
Inc. AD ... new section at A. I. Friedman, 
25 W. 45, features a changing display of 
quality prints and unusual reproductions as 
well as well-balanced stock of contemporary 
frames (standard and custom-to-order) . . . 
A color gravure 16-page section in the March 
31 Sunday New York Times turned out to be 
the annual report from Chas. Pfizer & Co., Inc. 
... industrial design award winners were fea- 
tured in Italian exhibit at recent N. Y. World 
Trade Fair. Display was sponsored by La 


Rinascente, Italy's largest retail distributor 
which instituted the Compasso d’Oro awards 
in 1954 .. . Heedless Horsepower is a good- 
natured (thanks to O. Soglow illustrations) 
booklet on a grim subject: street and high- 
way accident data . . . two months ago, to 
herald the opening of the baseball season, 
New Yorker cover featured a pitcher, by A. 
Birnbaum, with a swoosh and blur and face- 
lessness that symbolized the action of the 
game and symbolized all baseball rather 
than any one player or team. . . Sol Immer- 
man, VP and AD of Pocket Books Inc., spoke 
on Pocket Books that show on the cover 
what is really in the book. He addressed the 
School of Industrial Art, and caried his audi- 
ence through the creation and manufacture 
of Moby Dick showing slides from the mak- 
ing of paper on, emphasizing illustration 
problems and reproduction problems of the 
cover .. . Raymond Loewy Associates now 
at their new and larger quarters, 425 Park 
Ave., MU 8-2500 . . . the company lists 191 
staff members and 155 clients . . .Norman 
Graber, Norman Graber Art Associates, the 
father of his third child, a girl, Mindy Caren 
. . . Jason Kirby, decorative designer, and 
fashion-beauty photographer Phillip Pegler 
now repped by Stanton Korey, MU 8-4240, 
45 W. 52nd... Glenn Victor Gersten born to 
Mr. & Mrs. Gerry Gersten April 2... . Jack 
Cushing (Johnstone & Cushing) and a gang 
of admen who'd rather make music than eat, 


gave a.benefit concert at Town Hall in mid- 
April. Beneficiary was the Herald-Tribune 
Fresh Air Fund (and all who attended). Jack 
is piano player for the “Oldest Established 
Permanent Floating Jazz Band” . . . PHILA- 
DELPHIA: Angelo, who draws the Emily and 
Mabel strip for the Chicago Sun-Times, put 
his talents to work recently to aid the U.S. 
Savings Bond Division of the Treasury. He's 
on the staff at W. H. Hoedt Studios... 


PHOTOGRAPHY George Lazarnick Inc. 


will be in his new air- 
conditioned studios, with kitchens, by mid- 
June. At 227 E. 56th. He’s raised the roof, 
literally, to 24 feet, adding part of a story to 
the building . . . Joseph Snyder, Color Corp- 
eration of America, among the speakers at 
the recent International Convention of Pho- 
tographers Association of America .. . Black 
Star News to larger quarters at 305 E. 47th, 
PL 1-4640 . . . Sol Worth, head photographer 
at Goold Studios, will return from Finland 
July 1. He’s been there 10 months on a Ful- 
bright scholarship . . . L. A. photographer 
C. A. “Pete” Peterson had a 3 weeks stay 
at Waikiki shooting car illustrations and 
working on his new book on beautiful women. 
His current book, “Photography for Profit’ 
is on the stands now . . . Elaine Hildebrandt 
has joined the Dennis-Gerber staff as fashion 


coordinator . . . FPG photographers shared 
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trade talk 


honors with’ four award winners in current 
Lithographic Awards Competition. John Mech- 
ling has one of his famous baby pictures on 
a floor stand for Sterling Drug Baby Needs 
and a picture of an angelic little girl on a 
Colson calendar. Mechling, incidentally, uses 
no “pro” models, finds the kids he needs 
for his work. FPG’s Tom Kelley took the pic- 
ture for the Vox “Suite Music by Bizet” 
album ard Nick VeMargolis did the “My 
Fair Lady” shot for Masterseal Records... 
Larry Gordon Studios at 480 Lexington Ave. 
have enlarged their space . . . Boston Traveler 
photographer Harry A. Trask won Pulitzer 
Prize for news photography for his aerial 
shots of the sinking Andrea Doria . . . George 
Golia, Trenton, N. J., won lst award in 25th 
National Competition of Outdoor Advertising 
Art for shot taken for Atlantic Refining 24- 
sheet poster . . . booklet describing the origin, 
aims and projects of the International Center 
for Still and Motion Photography is available 
from C.LP., 116 bis, Champs-Elysees, Paris, 
France... 


TELEVISION Four animated commer- 


cials for American Beer 

being produced by Pintoff-Lawrence Produc- 
tions .. . Fred A. Niles Productions is only 
17 months old has found its three story studio 
too small. At 22 W. Hubbard in Chicago, he 
has a complete animation division in Culver 
City, Cal. and offices in New York... Tom 
Terrific, that new Captain Kangaroo character, 
was produced by Terrytoons and created 
and directed by Gene Deitch . . . MPO Tele- 
vision Production Center opened at its new 
location, 210 W. 65th St., NYC, in mid-April. 
It is a most complete plant for filming TV 
commercials, near talent sources, has three 
shooting stages, largest scenic construction 
shop in the city, complete sound recording 
system, permanent kitchen for food prepara- 
tion for films, on premises storage facilities 
for props and sets, dressing rooms, offices 
and conference rooms . . . MPO also opened 
Detroit-Midwestern offices at 6560 Cass Ave. 
. GE film, Through the Looking Glass, pro- 
duced by Transfilm, won a coveted Golden 
Reel Award .. . William R. Valle from director 
of TV operations at Benton & Bowles to direc- 
tor of operations at TelePrompTer Corp... . 
Herminio Traviesas, a VP at BBD&O, named 
manager of the tv-radio department .. . 
Animation Inc. has added animators Lew 
Marshall and Edith Vernick, formerly with 
MGM, and Bill McGovern and Mark Lether- 
man in the camera and editing departments. 


DEATHS William A. Powers, VP and AD 

since 1931 for Ralph H. Jones 
Co., ad agency. Mr. Powers was 65... 
painter and etcher Armin C. Hansen... 
portraitist Giuseppe U. Trotta. 
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SCALERULE ENDS CALCULATIONS: A new 
drawing, scaling and measuring device, 
the Scalerule, is said by manufacturer 
to eliminate calculations for ad men, 
artists, production people and photog- 
raphers. It proportions in picas, inches 
and square inches. It measures in eight 
different units. It transposes one unit to 
another. Said to be the only instrument 
which proportions square inch areas and 
determines dimensions simultaneously. 
Product is a 12” plastic slide rule which 
will scale up to go inches and 180 picas. 
Percentage of reduction is given in a 
clear window. Reverse side of slide rule 
is a straight ruler for measuring agate 
lines and picas with a hairline slide per- 
mitting use of either figure directly in 
inches. From art supply shops or from 
Scalerule, P. O. Box 82, New York 21, 
for $2.75 postpaid. 


PHOTO STAIN REMOVER: A new stain re- 
mover for ridding clothing of fixer and 
developer stains is Photo Stain Remover 
K-14 by Anchor Chemical Co., Cleve- 
land. No rubbing or blotting is neces- 
sary, say manufacturers. Packaged in 
plastic squeeze container. The remover 
is safe for fabric and skin. A four-ounce 
bottle sells for $2, from manufacturer, 
10721 Briggs Rd., Cleveland 11. oe 








22 East Illinois Street 
CHICAGO 11, ILL. 


We don’t mean the fuss- 

budget who goes out of 

his way to find fault with 

everything. We mean the man 

who likes things right... 

whose devotion to detail 

spells the difference 

between mediocrity and craftsmanship. 
We have lots of them for customers. 


| typographers, inc. 


806 Fifteenth Street, N.W. 
WASHINGTON 5, D.C. 


928 South Figueroa Street 
LOS ANGELES 15, CALIF. 














Cover designer 


Feliks Topolski, medal winner in the 
1956 and 1957 exhibitions of the New 
York Art Directors Club, is a Polish 
born political cartoonist who moved his 
talents to London in 1935. Although 
he is also a setting and costume de- 
signer, a portraitist and a book illus- 
trator, he is best known here for what 
has become his major project, “Topol- 
ski’s Chronicle.” The chronicle is an 
1114 x 18 broadsheet printed on brown 
butcher paper and records the artist- 
reporter’s impressions of people, places, 
events and ideas. He is represented in 
this country by David Yerzy. * 
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Illustrators; Francis C. Cormier, FASLA; 
Harold A. Dumont, president of the 
34th St. Camera Exchange; John Gerald, 
Hammacher Schlemmer; Ed Gottschall, 
editor Art Direction; Herbert Green- 
wald of Amos Parrish Co.; Joe Gross- 
man, Masta Displays; Sol Harrison, 
Natl. Comics Publications; Lejaren A. 
Hiller, photographer and _ illustrator; 
John Jamison, on the advisory commis- 
sion of the Art Directors Club; Joan I. 
Jones, director of publicity and promo- 
tion of M. & W. Thomas; Tom Jones 
of the IBM Corp.; Vladimir Kagan, in- 
dustrial designer; Mrs. Winifred Karn, 
executive secretary of the Art Directors 
Club; Rudy Karnholdt, United Scenic 
Artists #829; R. C. Kash, editor Display 
World; John B. Kenny, principal School 
of Industrial Art; William Lescaze, ar- 
chitect; Dr. Robert L. Leslie, proprietor 
of Composing Room; Ervine Metzl, pres- 
ident Society of Illustrators; Lawrence 
Nadel, art editor Superman DC Comics; 
Thomas Naegele, J. Walter Thompson 
Co.; Robert Paddock, president United 
Scenic Artists; Pepe Ruiz, Screen Car- 
toonists Local #841; Henry L. Sperling, 
executive secretary Jewelry Crafts Assn.; 
Milson Thomas, M. & W. Thomas Co.; 
Arthur Weiss, Terrytoons; Kirk Wilkin- 
son, art editor Woman’s Day; Hi Wil- 
liams; Tom Williams, account execu- 
tive of Transfilm, Inc. 

Ely Jacques Kahn, architect and de- 
signer is chairman of the commission. 
Architects of the new building are 
Kahn & Jacobs and William Lescaze. 
Plans are to be completed in July and 
groundbreaking ceremonies will be held 
in the fall. 


Animation on upswing — 
George Ottino tells why 


Animation today represents about 25 
percent of all tv spots, and its use is 
on the rise, according to George Ottino, 
manager of the Transfilm, Inc. anima- 
tion department. Addressing a recent 
meeting of National Visual Presentation 
Association, Ottino pointed out that 
there are types of animation to fit every 
product and every pocketbook. Price 
ranges run from $3000 per minute for 
a filmograph to $15,000 for a minute of 
full animation. The four types of ani- 
mation: Filmograph or slide motion — 
limited animation, arrows pop on, etc. 
Simple animation—arms, legs move, etc. 
Full animation—2, 3 or 4 characters 
move. Lip sync motion throughout and 
full detail backgrounds — most animate 
of all. 
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(continued) 


A one-minute fully animated spot 
usually takes from eight to 10 weeks to 
produce after tracks are finished and in 
the house. Ottino advised simplicity and 
quality for either full or very limited 
animation. Any spot should not be clut- 
tered with more than one main idea or 
theme in either concept or execution, 
he said. More than one idea tends to 
confuse viewer and defeats selling. The 
best productions have a perfect union 
of style, characters, copy and a good 
sound track. 

Ottino emphasized animation’s place 
in commercial television by reminding 
his audience that today it is practically 


required to entertain while selling, in | 
order to get maximum attention. Ani- | 
mation, he said, achieves this, sells the | 


public pleasantly, and leaves nothing 


to chance, thus surpassing live action’s | 


results. 


Copy interest The fall cam- 
added to product art = paign for Daw- 

nelle gloves 
will feature a spot of animal referred 
to in copy block as key of message: here 
the kitten, and next to its head: “be a 
smart puss,” is referred to in copy to 
underwrite product—“Kitten-soft.” Three 
hands, each bearing another style of 
glove, angle around headline art. Cam- 
paign uses 2-color, with second color 
appearing as background and picked up 
in logo. Art is used rather than pho- 
tography because more graceful effects 
are obtained and the detailing of prod- 
uct can be highlighted, reports AD Da- 
vid Charney. Artist: Merle Bassett. Copy: 
Mary Harrison. Agency: Daniel & 
Charles. + 
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Flo-master 


FELT TIP PEN 


Here is a completely different 
kind of artists’ tool — that 
flatters all techniques in all 
kinds of work —from roughest 








sketching to finished art. 
Flo-master gives exciting 

new effects on any surface, 

in a rainbow of instant-drying, 
non-smudging colors. Precision 
made, with automatic valve 
controlled ink flow and 
interchangeable points. 
Compact and economical. 


See it —try it — buy it! At 
your local art supply or 
stationery dealer. 

The Flo-master 2 
Art Bulletin 

shows many 

new ideas and 

uses for Flo- : 
master in your 

work. Write for » 

a copy today. : 
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Yate FELT TIP PEN 
Cushman & Denison Mfg. Co. 
625 Eighth Ave., N.Y. 18, N.Y. 





bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


SSSR SSSEEEEE BEEBE EEE BSE, 


151. A Dictionary of American-English Us- 

age. Margaret Nicholson. Based on 
Fowler's Modern English Usage, these 671 
pages define, list usages both literate and 
colloquial of words and phrases most like to 
confuse. An aid is a listing of general articles 
in the book. These ‘‘general articles'’ are 
longer discussions of particular usages. $5. 


152. The Television Commercial. Revised and 

Enlarged Edition. Harry Wayne Mc- 
Mahan. The author, a tv commercial consult- 
ant, was vp in charge of tv commercial pro- 
duction and a member of the creative plans 
board at McCann-Erickson, New York. His 
book discusses all phases of television com- 
mercials and uses examples of actual jobs to 
illustrate points. $6.50. 


153. The Artist's Handbook of Materials 
and Techniques. Ralph Mayer. Revised 
and Enlarged Edition. Thorough discussions 
of all materials and techniques, plus an ap- 
pendix of tables, use of formulas, etc., and 
bibliographies for painting, sculpture and 
printmaking. $6.75 illustrated. $5.25 text. 


ANNUALS 


144. Who's Whe in American Art. Edited by 

Dorothy B. Gilbert. The American Federa- 
tion of Arts book listing American and Canadian 
biographies of living artists, obituaries January 
1953-August 1956. Geographical index. List of 
open exhibitions. $17.50 AFA members. $20 non- 
members. 


146. 35th Annual of Advertising and Editorial 
Art and Design 1956. The Art Directors 
Club of New York show catalog has 395 pages 
(including ads and index) of handsome format 
designed by George Giusti. Cover design by 
Giusti in white, black and yellow. Many of the 
§27 illustrations are in full color. Also included: 
a condensation of papers given at First Visual 
Communications Conference. $12.50. 


ART 


145. American Painting Teday. [Edited by 
Nathaniel Pousette-Dart. A cross section of 
contemporary art, this includes 155 selections, 
four in color, by 14 museum directors. Artists 
express their philosophy —a paragraph each. 
Editor discusses experiments, developments and 
influences in contemporary art. An article on how 
professionals see their work. A series of quota- 
tions from writers on art. Lists of national art 
and artists organizations, art periodicals, sug- 
gested readings. Reference index of artists, 
galleries, museums and collectors. $8.50. 
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149. Handbook of Early Advertising Art. 3rd 
edition. 2 volumes. A volume of pictorial 
material and a volume of typographical material, 
art in the books offered for reproduction free of 
charge or permission. The pictorial volume con- 
tains mostly Colonial and 19th century advertising 
art. Has 1790 illustrations, including 16 new plates 
of industrial and business illustrations and 336 
full-page plates of rare pictorial material. Typo- 
graphical volume has 311 full-plate pages of type 
faces, ornaments, etc. and a new collection of 
64 plates of initials, alphabets and decorative 
letters. The set, $18.50. Each volume, $10. 


147. Piet Mondrian. Michael Seuphor. Definitive 

work on the late Dutch founder of Neo- 
Plasticism, and one of the leading influences on 
modern and commercial artists. Beautifully de- 
signed, elaborately annotated, indexed, and 
with all kinds of bibliographies. Contains more 
than 600 illustrations, 34 of them tipped-in color 
plates. Writings by the painter included. $17.50. 


LAYOUT 


137. Layeut. Raymond A. Ballinger. Covers all 

creative aspects of layout, discusses design 
theory. Should appeal to ADs, artists, and stu- 
dents. Author of Lettering Art in Modern Use, 
Ballinger feels that printed page is still most 
valuable means of communication. A practicing 
layout designer, he is director of the department 
of advertising design at the Philadelphia Museum 
School of Art. Examples from 66 ADs and art 
editors are given, as well as numerous examples 
of the work of artists, designers, photographers. 
$12. 


126. Practical Handbook on Double-Spreads in 

Publication Layout by Butler, Likeness and 
Kordek. Fourth in a series of handbooks on pub- 
lication layout. Illustrates and discusses prob- 
lems and techniques in double-spread layouts. 
92 pages. Paper back. $3.75. 


LETTERING, CALLIGRAPHY 


136. Lettering and Alphabets. J. Albert Cav- 

anagh. $3 clothbound. One of America's 
greatest letterers and teachers of the art de- 
signed and rendered 85 complete alphabets. 
Fundamentals of lettering are given. All hand- 
lettered alphabets may be reproduced without 
cost or permission. 


PHOTOGRAPHY 


148. The Nude. Andre De Dienes. Examples of 
author-photographer's work number about 
100 b/w plates. Foreword by Norman Hall, editor 
of Photography. Preface by De Dienes explains 
method of work, philosophy. Nudes are photo- 
graphed indoors, out of doors, on the terrace, 
on sea shore. Also composite pictures. $6.95. 


PRODUCTION 
138. Type Identification Chart. A complete type 


chart, printed on a series of circular mov- 
able graphs. This chart also helps the user te 
acquire a better knowledge of actual character- 
istics of groups of type faces and of their essen- 
tial differences. $1. 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


140. The Picture Book of Symbols. Ernst Lehner. 

Over 1000 symbols, designs, pictographs, 
sigils, emblems, and ideograms. All subjects. 
Paper $1.25. Cioth $3. 


142. Pattern and Texture. J. A. Dunkin Wedd. 

Patterns and textures in the natural world 
and as achieved by man through chemistry and 
art. Half of the book's 91 pages are plates. 
Text also illustrated with examples of forms dis- 
cussed. $6.95. 


150. Signatures and Trademarks. Rand Holub. 
Page commentaries by Michael Roth on 51 

pages of roughs, revisions of roughs, working 

drawings and some finished pieces. $2.75. 





ART DIRECTION 
43 E. 49th Street, New York 17, N. Y. 


79 126 136 137 
146 147 148 149 


Amt. Encl. $. 





Please send me, postpaid, the books corresponding to numbers circled below. 
138 140 142 144 145 
150 151 152 153 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. 











Zene_______.__ State. 








if you want a book not listed, send your order and we will try to get it for you. 











COLOR LABORATORY 


DYE TRANSFER PRINTS 


Ciacie 7-1747 
149 WEST S4th STREET, NEW YORK 19, WN. Y. 





LET GEORGE DO IT! 


THROUGH THE YEARS we've saved busy ADs 
hundreds of hours of costly interviewing 
time. How? Simply by referring only quali- 
fied STAFF AND FREE LANCE ARTISTS—from 
trainees to top-flight designers. The next time 
you require an addition to your staff, call 
GEORGE SHERMAN at the CAVALIER PER- 
SONNEL AGENCY — the agency that has suc- 
cessfully placed hundreds of artists. 


ERyant 9-4646 





Your source for outstanding 
WOODCUT illustration. 
Specimen prints and 
complete information 

upon request. 


THE SANDER WOOO ENGRAVING CO. INC. / S42 S. DEARBORN ST. / CHICAGAS 





COMPLETE ART SERVICE 
Vince 
Piece 6-c0et Schiavone 


= 


146 East 45th Street, New York City 





SCHOOL OF 


VISUAL ARTS 


Summer Session Air-Conditioned 
LAYOUT, DESIGN, ILLUSTRATION, TV ART 
CARTOONING, TECHNICAL ILLUSTRATION 
245 E. 23 ST., N.Y. 10, N.Y., MU 3-8397 
VETERANS, DAY & EVENING, CATALOG D 





TV roundtable 
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sprinkled with a poetic turn of a word. 
A craftsman who must never lose sight 
of the fact that films are to be seen and 
that the spoken word is more to en- 
hance that sight than to explain it. 
Story Supervisor: And editor of the 
theme, motion, construction of an idea. 
An analyst, a critic. 

Sketch Artist: A designer who visualizes 
in still form what the camera will ex- 
pand into moving form. He is the direc- 
tor’s barometer. 

Film Editor: The backbone of motion 
pictures. Together with director (in 
many cases one and the same person) 
he determines what you see, what opti- 
cals to use, what emotional, intellectual, 
spiritual effects are showered upon you. 


Director of Photography: An artist with 
lights, who searches the poetry of motion 
as much as the painter searches the 
poetry of composition. He is an experi- 
menter with color, with shapes in con- 
stant motion to please the eye. He is 
the creative interpreter of the director’s 
visual philosophy. 

Art Director: An architect, who can con- 
struct an entire city out of paper if 
necessary. 


Musical Director: An accomplished, re- 
spected musician with an_ intimate 
knowledge of the sound recording ele- 
ments of motion pictures. 


Composer: A creative talent with the 
ability to subdue the surging music 
within him if it interferes with the pro- 
jected moving images. 

Casting Director: A shrewd, well-read psy- 
chologist who can probe beyond the 
face of an actor and offer the director 
only the cream of the thespian crop. 


Dialogue Director: An acting coach who 
is concerned, in the main, with actor’s 
problems of performance. An assistant 
to the director rather than the assistant 
director who handles crews. 

These are some of the pre-production 
engineers who lend their talents to a 
production both before and during the 
actual shooting. They bring a coherent 
program before the cameras where the 
second phase of production begins. 

In succeeding columns we will show 
through direct interview the relation- 
ship of some of these craftsmen with 
the non-film personality in advertising. 
We will also expand our glossary to 
include production, laboratory, and edi- 
torial technicians. 

We invite your opinions, your experi- 
ences, your questions relating to TV 
film. * 
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ransfers 


A Complete Color Service 


NORMAN KURSHAN, INC. 
Color Service 


8 West 56th Street 
New York 19, N. Y. 


JUdson 6-0035 











PHOTOSTATS 


AMERICAN 
BLUEPRINT CO 


7 EAST 47™ ST. Plaza 1-2240 
299 MADISON AVE. MU 7-196] 
630 FIFTH AVE. CO 5-0990 
60 EAST 56” ST. Plaza 1-2240 





kaging 


design 
finished comp 
mechanical 


LDEN 70 E. 56 + Pl 3-9956 








THA SHON, INC. 


1465 BROADWAY ° NEW YORK 36, N. Y. 








ready reference 


to have your firm listed coll Plaza 9-7722 


ART MATERIALS 


Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


N. Y. Central Supply Co. 
Complete stock * Prompt service * Open Sat. 
62 - 3rd Avenue, nr. 11th St., N.Y¥.C. GR 3-5390 


COLOR SERVICE 


Acorn Color Laboratory 
Grade A Dye Transfer Prints, 2-day service. 
168 W. 46th St., N. ¥. C Cl 7-2260 


COLORSTATS 


Ralph Marks Color Labs 
Low cost, full color reproductions from color 
transparencies and opaque copy. 


344 E. 49 St., N.Y. C. 17 EL 5-6740 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 


Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdiow 8-1740 


PHOTO EMPLOYMENT SERVICE 
Prestige Personnel Agency 
Experienced and trainees—all phases 


Careful screening—no charge to employer 
130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 PL 7-7777 


Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 


10 E. 46th St., N. Y. 17 MU 7-2595 


PHOTO SERVICES—BAW 


Modernage Photo Services 

Two Laboratories: 

319 E. 44 St. 480 Lexington Ave. 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour and day 


Call Ralph Baum LExington 2-4052 


RETOUCHING 
Davis * Ganes 
Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome coloring. 
516 Sth Ave., N. Y. 36 MUrray Hill 7-6537 


% 


RETOUCHING 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
475 Fifth Ave., N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 
22 W. 56 St., N. Y. 19 Cl 6-8712-3 


Tulio. Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-6489 


Frank Van Steen 
Color Retouching. 


370 Lexington Ave., N. Y. C. LE 2-6515 


Donald Van Vort 
Flexichrome, Dye Transfer, Carbro and B&W 
359 Lexington Ave., N. Y. C. MU 5-3788 


SALES PRESENTATIONS 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


STULL LIFE 
Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 
FPG (Free-Lance Photographers Guild, Inc.) 
* World's Largest File’ of Stock Color Photographs 
* 5 Million Black & White Photos—All Categories 
* Nationwide List of Assignment Photographers 
62 W. 45 St., NY 36, NY MU 7-0045 


Frederic Lewis 
Photographs of Everything 


36 W. 44th St., NYC 36 MU 2-7134 


Photo-library, Inc. 
For hard-to-find color & b/w stock photographs. 
149 E. 69 St., New York 27 TRafalgar 9-3999 


Reportage Photo Agency 
Photos To Fit Every Need. Color And B/W. 
15 W. 44th St., New York MuUrray Hill 7-7040 


TELEVISION SERVICES 


National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 


TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 


130 W. 46 St., N. Y. JUdson 2-0100 


Typographic Shops, Inc. 
All Latest Faces — Hand, Lino. 


245 — 7th Ave. OR 5-7535-6-7 


call Plaza 9-7722 


GIRL GRAPHIC DESIGNER, former assistant to 
Hermann Zapf, wishes position as assistant in 
design. Box 601, ART DIRECTION, 43 E. 49th St., 
zt. &. wo. 


ANIMATION STUDIO WANTS cartoonist or ex- 
perienced animator. Salary open. Send samples 
and qualifications to Keitz & Herndon, 4409 Bel- 
mont, Dallas 4, Texas. 


FILMOTYPE MACHINE LIKE new. Complete with 
six fonts and operating equipment. Save $400. 
Write R. L. Kratschmer, c/o Bruce B. Brewer & 
Co., 900 Walnut St., Kansas City, Mo. 


REPRESENTATIVE NEEDS TOP artists for pocket- 
size books—very lucrative field. We are looking 
for DIFFERENT type of art. Call MU 7-2698 for an 
appointment. 








36 WEST 44th STREET MUrray Hill 7-8550 
“OUR PROFESSIONAL SCREENING 
NX MAKES THE DIFFERENCE” 

















—HIRING ARTISTS? 


coll “The Art Unit’ or 7-9100 
New York State Employment Service 
119 Fifth Ave. New York 3, N .Y. 

A specialized placement service 


for both employers and applicants in 
the field of commercial ort. 


NO FEE CHARGED TO ANYONE 








Layout artists with emphasis on design. 
Los Angeles’ largest studio has openi: 

for man age 25.97. Must have some job 
experience. Usual company benefits 

plus profit shari plan. lary 
commensurate with ability. 

Please send resume, three samples, 

and small snapshot to: 

Box 600, Art Direction, 43 E. 49 St., N. Y. C. 17 














ektachrome retouching 


DUPLICATES, ASSEMBLIES 


mildred medina 


8 EAST 48 STREET © MURRAY HILL 8-0270 








Creative talent for 
agencies — publishers — studies 
Lila Molene 


Molene Personnel 
105 W. Adams St., Chicago 3, Illinois 


“all is grist which comes te our mill” 




















Ralph Marks Color Labo. 
© Dye Transfer 


© Type C 
e Colorstats @ 


Photographers — we'd like to. show 
you the simply bee-utiful results 
we're getting on Kodak's Type C 
paper! 


344 East 49 EL 5-6740 














Say pal, say 


SARAL 
Waren Transter Papers 


for every tracing need 
Artists no longer have to make their own 
transfer sheets—Saral is not like any other 
carbon paper—it will not retard ink or 
wash and erases like pencil. 


4 cofora 


GRAPHITE * RED * BLUE * YELLOW 


Buy Saral in 12 ft. rolls at $3.50 
or 1 sheet of each color for $1.00 


In all better art supply stores 
Write for Free Samples to S. B. ALBERTIS - 5 Tudor City Pl. N.Y. 17 











television 


RRAY H 


h. c. sanford associates 


AV 








Kurt H. Volk, Inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17,N.Y. 
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keep jumping around with employment 
of free-lance art work. He depends on 
a hard core to keep his artistic prob- 
lems moving and will from time to time 
add to his stable of artists as the situa- 
tion warrants it. Keeping in the art 
directors’ mind therefor is of paramount 
importance to the free lancer. 

Now it is true that all art directors 
keep a file of calling cards on hand. 
It has proof positive of the long list of 
artists that have passed that way over 
a period of years. And calling cards do 
come in various colors and shapes. Some 
are plain and some are fancy and few 
if any capture the personality and artis- 
tic abilities of their owners. On a hot 
day in July it is doubtful that the art 
director is going to remember the work 
of the artist who came in with the oval 
shaped card in January of the pre- 
ceding year. 

Maintaining a portfolio at hand of 
the work of the artists who come to see 
me is my method of keeping a “Who's 
who” in the art world. I devote a page 
to the artists that come in, if they will 
give me or send me a proof or two of 
what they do. That way I separate the 
cartoonists from the illustrator from the 
layout man in one motion. Plus I have 
the simplest common denominator for 
remembering techniques. 

Now to be perfectly honest at this 
point, we could bat this problem back 
and forth and make claims and counter 
claims as to what methods and ruses 
should be used to secure work from 
preoccupied art directors. Careful anal- 
ysis of the problem resolves it to the 
basic problem of being granted the co- 
veted audience. 

No art director can long remain in 
the creative field if he shuts off the 
flow of fresh talent no matter how in- 
experienced the artist or how little 
known the artist is. The art field itself 
would whither and die if new talent 
were cut off. And of course there is no 
threat of any such thing. However, it 
is most frustrating to budding talent to 
have to crash and bulldoze its way 
through to recognition. What hurts is 
not that the layman often looks oddly 
at new ideas and new talent but the 
fact that many of us who buy these 
products don’t take enough time to look 
at the artists wares, and encourage more 
of the same. 

There isn’t an art director among us 
who doesn’t feel kindly to some indi- 
vidual who gave that added impetus 
that sent us along our way with that 
hand of encouragement. Free-lance ar- 
tists are people too! € 


| Direction / The Magazine of Creative Advertising / June 1957 





A Complete 
Typographic Service 





m LINOTYPE - LUDLOW 
HAND COMPOSITION 
LAYOUT AND MAKE-UP- 
FOUNDRY LOCK-UP 
REPRO PROOFS 


SKILSET 
TYPOGRAPHERS 


250 WEST S4th ST. 
New York 19, N.Y. 
PLaza 7-2421 




















CRAFTSMANSHIP 
THE NEW 
FAIRGATE 
"BLUEHEAD" 
GRADUATED 
T-SQUARE 
with all these features ... 

* NON RUST 

*HARD ALUMINUM 

“STRONG 


oe < LIGHT 
B'e"-$.75 24". $550 serie 


12" - $1.00 36" - $6.75 SENO FOR CIRCULAR 








FAIRGATE RULE CO., COLD SPRING 9, NY. 2£67 








telops, slides, flips 
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EDSTAN 
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b/w and color 


75 W. 45 CIRCLE 5-6781-2 
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FLEXICHROMES 


GEORGE E. WILDNER 
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art or articulation? 


Too many art directors hate words. 
They don’t like to hear them, they 
don’t like to utter them. 

People who talk a lot usually get the 
cold shoulder from the fraternity of art 
directors. It is taken for granted that 
these fellows use speech merely to cam- 
ouflage numerous shortcomings. The 
same goes for those who are facile at 
writing memos, letters and other lit- 
erary masterpieces. 

This vague distrust of people who 
use semantics to forge ahead in business 
is not entirely without foundation. We 
all are familiar with at least one ac- 
count executive who has a custom-made 
platitude ready for every contingency. 
We've all brushed up against the ad- 
vertising executive whose chief asset 
lies in his knack for radiating confidence 
and for saying absolutely nothing in a 
booming voice. 

What can the art director do about 
these people—if anything? 

Handsome layouts that speak for 
themselves may be the best defense, in 
some cases. At times, passive resistance 
will eventually cure the situation — 
empty words, after all, sound empty 
even to clients. 

There comes a time, however, when 
the art director must shake off his in- 
hibitions and speak up. The strong-but- 
silent approach will not always work. 

If we pull our heads out of the sand, 
we see this one fact: Advertising is 
essentially a business of verbal commu- 
nication. For this reason, it attracts a 
great number of people who can put 
just about everything into words. Ev- 
erybody talks. It appears there are more 
talkative people in advertising than in 
any other industry — except, possibly, 
barbering. 

As we all know only too well, it 
takes very little provocation in this 
business to call a meeting. Just how 
much is accomplished during some of 


these sessions is a moot point. But, in 
any case, one can’t help admiring the 
extensive vocabulary used by some peo- 
ple in expressing their thoughts. 

Naturally, if the art director sticks 
only with his pictures, he will find him- 
self outrun. His picture may be worth 
a thousand words, but often it takes 
another thousand to sell it to the client. 

Does this mean the art director should 
develop his tonsils instead of his facility 
with layouts? Not at all. But he should 
be ready and able to “sell” his layouts 
when he knows he has a good thing. 
He should be articulate enough to ex- 
plain them to the contact man (give 
him some ammunition for the meeting 
with the client), or to anybody else who 
cares to listen. 

There are art directors who can talk 
glibly only about white space, texture, 
technique of finished art. This isn’t 
enough. The copywriter, when he talks 
shop, wants to talk copy; the research 
man wants to listen to what you think 
of the information he has pulled to- 
gether. 

Adding ten words a day to your vo- 
cabulary is nice, but it won’t help much. 
Nor is Dale Carnegie the solution. The 
point is not to talk slicker than anyone 
else, but to talk sense—to verbalize the 
things you know, inside you, are true. 

It is a shame how many effective lay- 
outs get torn up because there just 
isn’t anybody to sell them. The best 
promoter for these potential hits should 
be the art director himself. But he has 
to make the effort. 

Advertising would be more a business 
if there were less talking and more do- 
ing. But this Utopia will probably never 
be reached. 

So, under the circumstances, there 
seems to be only one solution, and that 
is to follow the old adage: If you can’t 
beat ‘em, join "em. a 
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Craftint STlalet-m Aor: 


TEMPERA 


SHOW CARD 


COLORS 


can’t be beat for QUALITY 
and PERFORMANCE! 


Craftint-Devoe Show Card and Spectrum Colors add that extra 
ingredient that makes for a better poster, a finer showcard, a more 
brilliant drawing. Craftint- Devoe colors are POSTER-PERFECT. 


Craftint-Devoe Show Card Colors are designed especially for 
discriminating commercial artists, poster designers and display 
draftsmen. Colors actually last longer cover better 
and cost less because they spread further. All colors have a lasting 
brilliance are uniform in matching qualities and texture 
dry to a permanent satin-finish. They brush out evenly, dry 

S aell quickly and work equally well with brush, pen or airbrush. 
<—- an feT..« 


They will not bleed, crack or chip. 


Available in 38 perfect-matched colors in sizes ranging from 
the one-ounce jar to the gallon size. Also in the following 3 sets: 
No. 6 Tempera Show Card Assortment, 6 colors. 
No. 12 Tempera Show Card Assortment, 12 colors. 
“16” Color Wheel Set, 16 Spectrum colors. 


CRAFTINT-DERAYCO POSTER COLORS are formulated with 
exacting care to meet the demands of commercial artists, 
signwriters, art educators and schools for the best in a moderately- 
priced color. All are non-toxic, brilliant, smooth and intermixable. 
Will not bleed or smudge. 


20 colors, available in 6 sizes and 2 sets: 


j No. 90 Assortment of 6 colors. 
No. 180 Assortment of 12 colors. 


Send for FREE color cards and folders! 








Visit Craftint’s Display at the Hobby Industry Association 


. A Trade Show, Hotel New Yorker, N. Y. C., Booth Number 35, 
| Ses Lda > | Lin, June 26-30. € 
ne © ratt int MANUFACTURING CO. 


NEW YORK + CLEVELAND « CHICAGO 
MAIN OFFICE: 1615 COLLAMER AVE., CLEVELAND 10, O. 





IT'S SPRING! 


Dont forget 
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Art Director: Jack Rindner 
Agency: BBD&O 
Client: The California Oil Company 
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